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Abstract
The original contribution of this thesis is that it establishes evidence of the correlation 
of a personality construct to online purchasing behaviour. The thesis research 
question is to establish if there is a correlation between personality characteristics 
and online consumer behaviour variables during the process of online hostel 
bookings. To establish the validity of the research question the researcher presents 
evidence of the changes in approach in consumer behaviour in hospitality and 
tourism by researchers over the years. It establishes the gap of information in the 
literature and the gap of empirical information about the effects of personality in the 
consumer behaviour process. The thesis reviews personality schools of thought and 
establishes the locus of control construct as one of the more appropriate constructs, 
for the goals of this research. Following from the review of the consumer behaviour 
models available in literature, the thesis presents evidence for the use of the 
technology acceptance model in combination with the locus of control. It discusses 
methodological paradigms and the philosophical approach behind them and sets out 
the various methods available to the researcher in analysing primary data. The 
research design utilises a quantitative research tool that engaged with 602 guests of 
a London based hostel, as well as a qualitative tool with 43 from the same sample. 
This allows the researcher to establish evidence of a link between the locus of control 
construct and the technology acceptance model variables. The qualitative data 
allows for some deeper understanding between the relationships of the variables. 
The thesis findings suggest a link between personality and the consumer behaviour 
process. It also suggests that in the context of online consumer behaviour, the locus 
of control has a significant positive relationship with perceptions of ease of use of a 
hotel website, and that the online user and the actual consumer can often be two 
different people, resulting in a higher number of internals appearing as the majority of
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consumers that utilise the Internet for online purchases. Finally the findings suggest 
that the technology acceptance model can be extended in certain research contexts 
(such as non habitual online purchases of leisure accommodation) to account for 
personality variables that may enhance the predictability and understanding of the 
consumer behaviour process.
The study concludes that the evidence of this research suggest a high proportion of 
internal locus of control for hostel guests who engage in online bookings. The study 
further concludes that consumers with high internal locus of control tend to perceive 
usefulness of online booking tools in a more positive way thus suggesting some 
predictability value of this personality construct within the limitations of the research.
Page| 3
Locus and TAM of Hostel Consumers loannis S Pantelidis
Declaration
This thesis and the work to which it refers are the results of my own efforts. Any 
ideas, data, images or text resulting from the work of others (whether published or 
unpublished) are fully identified as such within the work and attributed to their 
originator in the text, bibliography or in footnotes. This thesis has not been submitted 
in whole or in part for any other academic degree or professional qualification. I 
agree that the University has the right to submit my work to the plagiarism detection 
service TurnitinUK for originality checks. Whether or not drafts have been so- 
assessed, the University reserves the right to require an electronic version of the final 
document (as submitted) for assessment as above.
The reader should note that elements of this work have appeared in the following 
conference papers:
Pantelidis, I.S. (2006). Technology acceptance of Hotel websites, EuroChrie 
Hospitality Research Conference: Thessaloniki.
Pantelidis, I.S. (2005). Personality and acceptance of Hotel websites, CHME 
Hospitality Research Conference: Bournemouth.
loannis Sawas Pantelidis: May 2012
Locus and TAM of Hostel Consumers loannis S Pantelidis
Acknowledgements
Well... this has taken a while, and writing this part was always a distant dream, 
which still feels unreal and conjures a mixed bag of emotions. Emotions of gratitude 
to those that helped, fear for my shortcomings, anxiety that I am actually only 
dreaming this and relief that the constant feelings of guilt would finally be over. I 
know I am a better philosopher and researcher now, than when I started this PhD 
research, but I hope I will now also be a better husband and father. The first thing I 
did when I finished the conclusions was to kiss my wife and play with my children 
like we have never played before, the second to call my extended family and catch 
up with all those close to my heart that I have ignored all this time.
I remember the day I enrolled for the PhD. I remember the excitement, the 
happiness and the hope. I hoped that I would understand the psychology of the 
consumer a little better by the end of this. Although it is up to my examiners to judge 
if I achieved this, I can safely say that I know more about the psychology of the PhD 
student than I ever did before, so if you (the reader) happen to consider doing a part 
time PhD consider the reasons carefully because I guarantee you, my friend, that 
the next 5-7 years will be full of stress. Is it worth it? The answer for me lies in the 
following questions. Is it worth climbing a mountain and reaching the peak? Is it 
worth believing that the Greek football team can win a major football match? Is it 
worth seeing the smile of your loved ones when they finally see you relaxed and 
back to your old self? You may never know what you are capable of until you 
stretch your limits. I say regret only what you did not attempt, do not regret what you 
did attempt.
I apologise for my rambling but this PhD has been with me through my marriage to 
my beautiful wife, the winning of the Euro Cup by our National team, the Olympic 
games hosted in Greece (finally) after so many years, the death of some dear 
friends, and the births of my gorgeous two little ones (who always asked in the later 
years why am I disappearing in the upper room and why I cannot play), co authoring 
a bestselling book (Food and Beverage Management) and getting published in 
Cornell Quarterly (I was terrible at always allowing myself to be distracted by side 
projects). So you see I have every reason for an emotional ramble that brings some 
catharsis to my scared psyche. One last thing remains before I begin my thanks, a 
small prayer.
0££ pou o' EUXOplOTd)!
The very first person I should like to thank is my good wife, Andre. Without her this 
PhD would simply not have happened. She has been my safe port when the 
weather was unsafe to travel. She has been a castle when my defences were 
falling. She has been strong and wonderful and magical and I owe her so much that 
I hope I will try to repay over the next few years (starting with renovating the house).
I would like to thank my beautiful children Konstantina and Panagioti, for making me 
smile at the worst of times and for giving me strength and a reason to carry on. I 
promise to catch up with all the playing we have missed and I can certainly use the 
exercise.
I would like to thank my family for always believing in me, my mother Maria for her 
blessings, my father Panagioti for his words of courage, my brothers, Dimitri and 
Mario and my surrogate brother Kosta (who I consider a great philosopher) for their 
support in everything I choose. My sister Rosa, for her kindness and my niece and 
nephew Maria and Stavro, who I always consider to be my surrogate children and a
P age|5
Locus and TAM of Hostel Consumers oannis S Pantelidis
part of my inspiration in life. My good friend Luka who is like a brother to me for his 
words of support, he is an untrained but natural philosopher, the best kind you can 
find!
I cannot express how grateful I am to my supervisor Professor Robert O’Keefe. He 
probably does not remember this (or maybe he does) but he always managed to 
organise a good kicking up my backside when I needed one, in order to get on with 
the writing of this thesis and he did it in such a way that I never felt alienated. I am 
sorry I was not a model student. If only I had followed the advice I give my own 
students you would have been impressed by my effectiveness at keeping my thesis 
deadlines in check. You have really come through for me all the way in the end and 
without your support I would not even have had a chance to defend this thesis so I 
thank you for the opportunity.
Also Dr Philip Seltsikas who was my second supervisor early on and I still consider a 
good friend, even though he went back to Aussie land for a different life. I wish we 
had had more chances to debate the best philosophical path to knowledge, you 
were right after all... when a PhD is finished, you feel you could have done it in 9 
months if you knew in the beginning the things you know now.
There are many ex-colleagues at UNIS who gave me support and a good word and I 
thank you all and I am sorry for not naming everyone but I would really like to thank 
Dr Peter Alcott now retired but still a good friend (Peter you still owe me that BBQ 
you promised). We pushed each other towards our PhDs and it seems I was better 
at motivating him than I was at motivating myself, as he got his Doctorate first.
Thank you to Karen Kelly, for being a good friend and a great colleague taking some 
of the burden when it was needed and having a good word when I was down. 
Thank you to retired Professor Mike O’Reilly, who challenged my thinking in the 
early stages of this PhD and pointing me to the CAB I publications, they really 
helped. I would also like to express my gratitude to Jane Cook who has been 
wonderful in answering all my queries and ensuring I got all the paperwork right.
I would like to thank Professor Ajzen for inspiring a lot of this work and for also 
taking the time to reply to an email from an unknown person in the other side of the 
Atlantic in response to my questions about his approach and views with the Locus of 
Control construct in his last book.
My brilliant student Angie Ringleb (now graduated), and the Management of Palmers 
Lodge. Without you Angie I would have never had the opportunity to conduct my 
research at Palmers Lodge. Your help came after two years of hunting for the 
perfect site when I was close to giving up and taking the easy way out.
The travellers at Palmers Lodge who shared their life stories and allowed a PhD 
student to interview them, you have been wonderful and I hope you always have 
great travels.
The authors whose work I have used or was inspired by, I thank each one for their 
contribution to literature, I hope I have managed to repay their work by contributing a 
little myself.
My students who kept reminding me what I had to do every time I was giving them 
advice. You never knew this but in the back of my head I was also giving advice to 
myself.
Locus and TAM of Hostel Consumers loannis S Pantelidis
And finally YOU the reader, for taking the time to read this work. I always imagined 
that this work (after all this effort) would just gather dust in some shelf but if you have 
reached this point then there is hope that you will take the time and look through the 
rest of this thesis and maybe, just maybe, I will be able to contribute to your work.
Locus and TAM of Hostel Consumers loannis S Pantelidis
Bl Behavioural Intention
BLOC Busseri et al.’s Locus of Control
CB Consumer Behaviour
CLOC Consumer Locus of Control
IP Internet Protocol
LOC Locus of Control
PBC Perceived Behavioural Control
PE Perceived Enjoyment
PEU Perceived Ease of Use
PU Perceived Usefulness
RLOC Rotter’s Locus of Control
SRS Simple Random Sampling
TAM Technology Acceptance Model
TPB Theory of Planned Behaviour
TRA Theory of Reasoned Action
UTAUT Unified Theory of Acceptance and Use of Technology
Past papers influenced by this research
Pantelidis, I.S. (2006). Technology acceptance of Hotel websites, EuroChrie 
Hospitality Research Conference: Thessaloniki.
Pantelidis, I.S. (2005). Personality and acceptance of Hotel websites, CHME 
Hospitality Research Conference: Bournemouth.
Locus and TAM of Hostel Consumers loannis S Pantelidis
Contents
Abstract................................................................................................................ 2
Abbreviations........................................................................................................ 8
CHAPTER ONE................................................................................................. 13
1.1 Introduction..............................................................................................13
1.2 Background of the study............................................................................15
1.3 Behaviour..................................................................................................16
1.5 Tourism, Hospitality and the Internet........................................................20
1.6 Research Question....................................... 24
1.7 Research contribution to Hoteliers and Academia................................... 28
1.8 Thesis structure............................................................  29
CHAPTER TWO............................................................... 30
2.1 Consumer Behaviour..................   30
2.2 Consumer Behaviour Definitions..............................................................32
2.3 Models and Theories............................................ 35
2.4 Economic Models..................................................................................... 55
2.5 Psychological Models............................................................................... 57
2.6 Consumer Behaviour in Tourism..............................................................69
2.7 Online Consumer Behaviour..................................................... 81
2.8 Criticisms of Behavioural Models.............................   88
2.9 Summary of chapter tw o........................................   90
CHAPTER THREE.....................  92
3.1 Personality Theories...................................................  92
3.2 Personality Theories; An overview...............................   96
3.3 Biological theories.................................................................................... 97
3.4 Psychoanalytical theory............................................................................ 98
3.5 Humanist theories..............................................................   98
3.6 Behavioural Theory................................................................................ 100
3.7 Attribution theory and Locus of Control..................................................101
3.8 Personality and Consumer Behaviour....................................................106
3.9 Personality research in Tourism and Hospitality....................................109
3.10 Summary of chapter three...................................................................... 112
CHAPTER FOUR............................................................................................. 113
4.1 Technology Acceptance Model..............................................................113
4.2 Theory of Reasoned action............................................................. 113
4.3 Theory of Planned Behaviour (TPB).......................................................115
4.4 The TAM and its Variables...............................................................  116
4.5 Theoretical model comparisons in the literature.................................... 120
4.6 The TAM and the Internet......................................................................124
4.7 The TAM and Personality ................................................................124
4.8 The TAM on online Tourism and Hospitality.......................................... 125
4.9 Integrating TAM and CLOC.................................................................... 126
4.10 Summary of chapter four..................................................................... ..127
CHAPTER FIVE............................................................................................... 128
5.1 Methodology................................................................ 128
5.2 The Philosophy of Research (Epistemology)......................   129
5.3 Summary of key paradigms..................................................... 133
5.4 Research Methodology.......................................................................... 135
5.5 Research Process......................................................  137
5.6 Thesis research design and pilot study..................................................138
5.7 Research design.......................................  144
5.8 Analysing the data........................................................... ......................... 150
5.9 Strategy to overcome weaknesses identified in the pilot........................ 153
5.10 Site Selection......................................................................................... 154
Locus and TAM of Hostel Consumers loannis S Pantelidis
5.11 Primary Data Collection Methods..........................................................159
5.12 Designing questionnaires.........................................................................167
5.13 Pilot studies.............................................................................................. 170
5.14 Plan for analysing collected data............................................................173
5.15 Summary of chapter five ..................................................................... 174
CHAPTER SIX.............................................................. 176
6.1 Findings................................................................................................. 176
6.2 Discussion of Quantitative Findings............................................................177
6.3 Reliability of scales..................................................................................... 182
6.4 Content and Construct Validity...................................................................184
6.5 Testing the Hypotheses..........................................................................188
6.6 Exploring demographics to LOCUS....................................................... 194
6.7 Correlations of demographics to TAM..................................................194
6.9 Exploratory Factor Analysis.....................................  195
6.10 Qualitative Findings .........................................................................198
6.11 Themes and Implications of the qualitative findings.................................206
6.12 Summary of chapter six.............  208
CHAPTER SEVEN...........................................................................................209
7.1 Conclusions......................  209
7.2 Demographic considerations................................................................211
7.3 Consumer Locus of control.........................................................................212
7.4 Technology acceptance model.................................................................. 213
7.5 Research Contribution and Implications.................................................... 217
7.6 Research Limitations..................................................................................218
7.7 Recommendations for future research....................................................... 219
7.8 Summary of chapter seven.........................................................................220
References:......................................................................................   221
APPENDIXES.................................................................................................. 238
P age |10
Locus and TAM of Hostel Consumers loannis S Pantelidis
igure 2.1 Andersen’s Decision Model in New Research in Marketing.....................36
igure 2.2 An early model of consumer behaviour processes.................................38
igure 2.3 The EKB Model........................................................................................41
igure 2.4 Updated EKB...........................................................................................42
igure 2.5 Howard and Sheth Model.........................................................................43
igure 2.6 Consumer Information Processing Model................................................ 46
igure 2.7 Input output model........................................  48
igure 2.8 Relationships of demographics and personality variables........................49
igure 2.9 Model of Consumption Values................................................................. 50
igure 2.10 The stimulus response model................................................................ 51
igure 2.11 An earlier visual representation of the black box model.........................52
igure 2.12 External -  Internal Model of Consumer Behaviour.................................53
igure 2.13 The consumer value framework............................................................. 54
igure 2.14 Hudson’s adaptation of the Urn and Crompton model ......................55
igure 2.15 Theory of Reasoned Action (TRA).................  60
igure 2.16 Theory of Planned Behaviour (TPB)...................................................... 62
igure 2.17 Rice's Influences of attitudes................................................................. 64
igure 2.18 Evolution of PBC....................................................................................65
igure 2.19 Technology acceptance model (TAM) ........................................... 67
igure 2.20 Technology acceptance model (revised TAM)....................................... 68
igure 2.21 Model of travel buying behaviour........................................................... 71
igure 2.22 Gilbert’s Consumer decision framework....................  73
igure 2.23 Model of travel behaviour and self & functional congruity ......................74
igure 2.24 Middleton’s stimulus-response of tourism behaviour.............................. 76
igure 2.25 Woodside and Lysonski model of tourist destination choice..................77
igure 2.26 Characteristics of tourism.......................................................................78
igure 2.27 Factors influencing holiday decision...................................................... 79
igure 2.28 Issues in the consumption process........................................................ 81
igure 2.29 Crotts’ Model of Pre-purchase Information Systems..................  84
igure 2.30 Type of site that gives the most reliable information of all .........85
igure 2.31 Online relational usability dimensions...........................   86
igure 4.32 Theory of Reasoned Action (TRA)........................................................114
igure 4.33 Theory of Planned Behaviour (TPB).......................................   115
igure 4.34 Technology acceptance model (TAM)..................................................116
igure 4.35 Technology acceptance model (revised TAM) ......................... 117
igure 5.36 Methodological debate......................................................................  129
igure 5.37 Research process steps.......................................................................138
igure 5.38 A conceptual framework integrating CLOC and TAM.......................   141
igure 5.40 Reliability of the personality scale.........................................................149
igure 5.45 Palmers Lodge Screensaver................................................................158
igure 5.46 Overview of Collection Methods...........................................................159
igure 6.42 Nationalities of study participants........................................................179
igure 6.43 Internet access of participants..............................................................181
igure 6.44 CLOC -  Internals and Externals...........................................................182
igure 6.45 CLOC & TAM Hypotheses.................  189
igure 6.46 LOC and the TAM Hypotheses -  Correlations results.......................... 193
igure 6.47 EFA and path coefficients.....................................................................195
Locus and TAM of Hostel Consumers loannis S Pantelidis
Table 1.1 Internet Usage in Europe ................................................................... 21
Table 2.2 Gilbert’s common issues of the grand models ............................45
Table 2.3 Synthesising Theories of Consumer Behaviour Theories..........................90
Table 3.4 Personality schools of thought; philosophical points of debate..................93
Table 3.5 Reasons for failure of personality tests in consumer studies...................106
Table 4.6 The TAM variables and intention to use correlation in literature..............119
Table 4.7 Review of Model comparisons.................................................................122
Table 5.8 Critical Comparison of positivism vs. post positivism............................. 131
Table 5.9 Summary and comparison of main paradigms....................................... 134
Table 5.10 Probability and non-probability sampling............................................... 161
Table 6.11 Gender, Age, Education and Income frequencies...............................   177
Table 6.12 Reliability statistics of CLOC tool..................  183
Table 6.13 Reliability statistics of the TAM tool........................................................184
Table 6.14 Extract of Correlation of LOC Items.......................................................185
Table 6.15 Correlation of Perception of Usefulness................................................ 186
Table 6.16 Correlation of Perception of Ease of Use.....................................  187
Table 6.17 Correlation of Perception of Enjoyment................................................. 188
Table 6.18 Spearman’s Correlations for CLOC, PU, PEU, PE and Intentions 190
Table 6.19 Spearman’s Correlations for Attitudes and Intentions.....................  192
Table 6.20 Correlations of Locus to demographics..............................  194
Table 6.21 CMIN..................................................................................................... 196
Table 6.22 Baseline Comparisons...................  196
Table 6.23 RMSEA....................................................................... 197
Table 6.24 HOELTER............................................................................................. 197
Table 6.25 Key themes of qualitative findings......................................................... 206
P age |12
Locus and TAM of Hostel Consumers oannis S Pantelidis
Human behaviour is a topic that has been an interest of philosophers for thousands 
of years. Theories in human behaviour that affect the way consumer behaviour is 
viewed today, can be traced as far back as the mid 1800s with Charcot, continuing 
in the early 1900s with the works of Freud and Watson, and the mid 1900s with 
Skinner and Maslow (Maslow, 1943; Festinger, 1964; Doob, 1974; Benson, 1994; 
O'Donohue and Ferguson, 2001). Whilst academics endeavoured to explore the 
reasons why humans act the way they do, industrialists benefited from knowledge 
that disseminated from such work and contributed to principles that later formed 
theories about consumer behaviour (East, 1997; Myers and Reynolds, 1967; 
Bareham, 1995). Consumer behaviour became a top priority for marketers as 
understanding patterns in that behaviour meant obtaining advantage over 
competitors. However, not all academics shared the same motivation. Some tried 
to explore consumer behaviour in order to further understand the human being as it 
relates to the buying situation (Myers and Reynolds, 1967).
One of the most influential works in the field of consumer behaviour is that of 
Fishbein and Ajzen (1975) and Ajzen and Fishbein, 1980). Attempting to understand 
their work it soon became clear that other variables such as personality traits have 
not been included in most models of consumer behaviour. Fishbein and Ajzen 
(1980) suggest that variables such as personality can affect intention and behaviour 
only if they influence the attitudinal or normative considerations or their relative 
weights. In other words they agree that personality must somehow affect behaviour.
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Although individual differences are an area of interest to researchers, personality has 
received little attention. This could very well be because the field of personality 
research has been under criticism over its range of theories that do not share a 
unified view, methodological limitations such as the method of panel-diary that does 
not allow the researcher any control (Horton, 1979), or the view that personality traits 
do not influence consumer behaviour (Engel, Kollat and Blackwell, 1969). However, 
some attempts have been made to link consumer decision making processes and 
personality with relative success (Horton 1979; Dongyoung and Leckenby, 2001; 
Lida, 2002; Scott and Mowen, 2007), although no significant research has attempted 
to illustrate the effects of personality in consumer behaviour using the widely 
accepted TAM. Research that adopts TAM so far focuses on retail products as 
decisions made on tangible items appear easier to quantify than intangible items, 
such as the purchase of a hotel room night (e.g. Chau, 1996; Pavlou, 2001). A 
number of studies (White and Manning, 1998; Geissler, 2002; Morganosky and 
Cude, 2000) tend to focus more on understanding behavioural patterns in the 
purchasing of tangible products. It could very well be that researchers find behaviour 
associated with tangible product purchasing easier to quantify.
With the introduction of new software and technologies that enable better 
customisation of the Internet and the World Wide Web, consumer behaviour is 
affected in a way that may completely alter the buying process that consumers have 
so far exhibited. Academics have realised the potential that may exist in this 
(Louvieris and Driver, 2001; Pereira, 1999; Chau et al., 2002) and some have 
explored the area. However, it can be argued that this has been done in a sporadic 
way and the area still has enormous potential. Customers would either buy their 
hotel room night through this new medium (rather than the traditional methods) or 
they would now call to book their holiday having informed themselves about the
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product in a way that was never thought possible before (Buhalis and Main, 1998; 
Wan, 2002).
Borrowing the words of Crouch et al. (2004, p.xiii) in the preface of the fourth volume 
of the consumer psychology of tourism, hospitality and leisure series, he states that 
in the sector of tourism and hospitality “consumption is characterised by almost 
infinite choice, multi stage and high involvement decision making processes, 
fragmented service encounters, multi-dimensional product attributes, globally diverse 
consumers and complex social, cultural, ecological and political environments". In 
high-involvement conditions, individuals are likely to engage in extensive search 
(Engel, Blackwell and Miniard, 1990) therefore the influence of personality variables 
should be more apparent when investigating products that require high involvement 
decision making and in this regard hospitality appears an excellent context for the 
requirements of this research. Furthermore, investigating online transactions enables 
the researcher to establish better control over the service encounter as well as the 
choice of product. The fact remains, however, that no matter how the Internet is 
used (either as an information tool or a complete purchasing tool) it has given easy 
access to tourism related commodities such as hotel rooms and airline tickets that 
were previously only accessible via a travel agent or tour operator. The growth of 
online purchasing suggests that the findings of such a research would be of interest 
not only to academics but hoteliers as well.
The problem area is deeply rooted in the disciplines of sociology and psychology. In 
this section The study attempts to give a snapshot of the relevant areas of literature 
that lead to the formulation of the research question. The first part explores generic 
behaviour concepts and theories, and investigates behaviour and marketing, thus 
looking at consumer behaviour. The study then gives a brief overview of personality
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theories with a focus on locus of control, followed by a quick overview of the Internet 
and evidence in the literature of the size of the online market for tourism and 
hospitality businesses, and a snapshot of consumer behaviour literature within the 
context of Tourism and Hospitality.
Giddens (1984 p 234) quotes Thomas G. Harding who says “Yet adaptation to other 
cultures may shape society and ideology, which in turn act upon technology and 
determine its future course”. The Internet is indeed already shaping our society and 
understanding online behaviour will help academics predict that future. Giddens 
(1984), however, does not agree that it can be so simple and says that the theory of 
adaptation as the sole source of influence upon social transformation is a myopic 
one. Nevertheless, society is affected and the study imagines that individuals may 
soon be called e-humans. Understanding their behaviour will enable academics to 
further understand society at that “virtual” level. Fishbein and Ajzen (1975) provide 
an insight as to how the study could measure such change in behaviour. They 
suggest that in a controlled environment, behavioural intention can be a good 
indicator of purchase behaviour.
1.3.1 Behaviour and Marketing
The link between behaviour and marketing is an easy one to make. Solomon (2004) 
suggests that consumer behaviour is the process involved when individuals or 
groups select, purchase, use, or dispose of products, services, ideas or experiences 
to satisfy needs and wants.
Understanding consumer behaviour could very well provide the competitive 
advantage many companies seek. Myers and Reynolds (1967) provide some insight 
as to how associations can affect behaviour. Certainly the Internet can enhance 
this, as the audio visual capabilities of this medium match or even exceed that of 
radio and television, because it enables the consumer to access the Internet
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whenever he/she chooses to. According to East (1997:129) “attitudes predict 
behaviour and begin to explain it by providing one basis for the action. Intentions 
only predict behaviour since no reason is supplied for taking the action by an 
intention statement”. However, he also suggests that predicting behaviour can be 
enough for marketers. The intention of this research is to attempt to understand 
behaviour and add to the body of knowledge by adding the personality as a tested 
variable in a consumer behaviour model.
1.3.2 Choosing a fitting consumer behaviour model
Attempting to understand if personality affects online purchasing of hotel rooms is a 
difficult task that can only be achieved if an appropriate model of consumer 
behaviour is chosen. A model that other researchers have utilised with some 
considerable success is that of Ajzen and Fishbein who in 1980 developed the 
Theory of Reasoned Action (TRA). The main assumption was that people consider 
the implications of their actions before they decide to engage or not engage in a 
given behaviour (Ajzen and Fishbein, 1980:5). Based on their work, a model that 
attempted to predict behaviour in Information Technology in the workplace was 
developed -  the Technology Acceptance Model (TAM) (Davis, 1989). Ajzen (1991) 
further developed the TRA into the Theory of Planned Behaviour (TPB) and an 
extended model of the TMA was also introduced by Pavlou (2001). The thesis 
contributes evidence towards the development of an extension to the TAM by 
introducing the Consumer Locus of Control (CLOC)developed by Busseri and Kerton 
(1997) as a variable that can be used to predict and potentially understand the 
perceptions of customers in hospitality that chose to reserve hotel rooms online.
1.3.3 Online Consumer Behaviour
Bobbitt and Dabholkar (2001) suggest that although consumer behaviour has 
changed through the development of new technology, no unifying theoretical
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framework has been developed to study the underlying factors that affect online 
consumer behaviour. Rowley and Slack (2001 ) attempt to put research of online 
consumer behaviour in a taxonomy, and suggest four groups of major research: 
Cognition (consumer response to specific features embedded in the interface), 
Customisation (do consumers always welcome customisation?), Cumulation (the 
cumulative effect of consumer behaviour in the marketplace) and Context 
(differences and relationships between consumer behaviour in online environments). 
Park and Kim (2003) suggest that key factors which determine online behaviour are 
product and service information, quality and security perception. Other dimensions 
that might affect consumer online behaviour are those of business ethics (Greyer, 
1997), cultural differences (Chau et al., 2002), and religious affiliation (Siala, O’Keefe 
and Hone, 2004). Online consumer behaviour is so essential to marketing strategies 
that online behaviour software has already been developed (Doyle, 2002).
1.3.4 The Behaviour Variable
Dillman (1978) categorised the sort of data that can be collected through 
questionnaires into four types of variables: attitudes, beliefs, behaviour and 
attributes. According to Robson (1993) data on behaviours are more straightforward 
to collect. Saunders, Lewis and Thornhill (1997:251) suggest that when recording 
what respondents do, you are recording their behaviour. Behavioural variables 
contain data on what people did in the past, do now or will do in the future. Although 
in the context of this research it would be difficult to record what respondents do it 
would be possible to access what respondents did relatively recent to their 
experience of booking the hotel room.
1.3.5 The personality variable.
Personality research has been under criticism over its range of theories that do not 
seem to share a unified view, the method of panel-diary that does not allow the 
researcher any control (Horton, 1979) or the view that personality traits do not
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influence consumer behaviour (Engel , Kollatt and Blackwell, 1973). Three major 
schools of personality influence studies of personality in consumer behaviour, the 
psychoanalytical theory, the social psychological theory and the trait theory (Engel, 
Kengerreis and Blackwell, 1969). The range of theories made it difficult for the 
researcher to choose the one that best fit the requirements of this research especially 
when we consider that the personality theories developed tend to take a clinical 
approach and would not easily fit a consumer behaviour construct. During the 
literature review for the purposes of this research, it became evident that there was 
disarray in the literature on personality theory, specifically for the purposes of 
consumer behaviour research. More specifically in the area of technologies, the only 
personality measurement that would show some relative promise was that of LOC 
(Rotter, 1966) and subsequent adaptation of Rotters tool by Busseri and Kerton 
(1997) that created CLOC. There are other personality theories that had shown some 
small promise in consumer behaviour in general (but not in studies focusing on the 
online aspect of consumption) such as the social psychological theory (Homey 1942) 
which has seen limited applications in the field of consumer behaviour such as the 
work by Cohen (1967), and the trait theory which has found applications in consumer 
behaviour (Junglas and Spitzmuller, 2005). But the literature points towards the 
attribution theory (Heider, 1958) and the “Locus of Control” which has found some 
success in consumer behaviour research (Reinicke and Marakas, 2005).
P age |19
Locus and TAIVI of Hostel Consumers loannis S Pantelidis
1.5.1 The Internet
In the US alone, the current domestic Internet universe is estimated at more than 
$144 bn (Schoenbachler and Gordon, 2002). The World Wide Web is the fastest 
growing part of the Internet, with more than 50% of all US households online (Lee 
and Johnson, 2002). Internet demographics appear to change dramatically and by 
the turn of the last century the number of online shoppers was equally shared 
between men and women (Coyle, 2000 in Lee and Johnson, 2002). In Europe the 
increase of online users is also likely: “the prospective deregulation of 
telecommunications is likely to fuel expansion of Internet usage...” (Louvieris and 
Driver, 2001). Mintel (2007) reports Internet as having the top position amongst 
shopping channels in the UK. Some of the reasons for this are the increasing Internet 
penetration and better and faster connections. Broadband connections, according to 
Mintel, rose from 7% in February 2003 to 46% in October 2006. According to 
internetworldstats.com (2010), Internet users in Europe alone reached almost 322 
million showing a 206% growth from 2000 to 2007 with the rest of the world showing 
a 233% increase reaching 851 million users. Two years later and the latest statistics 
show an increase of 10.2% penetration per percentage of population for Europe and 
an 8.3% increase for the rest of the world. The growth of Internet users may be 
slowing down but it certainly has not stopped.
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Table 1.1 Internet Usage in Europe
EUROPE Population ( 2007 Est. )
% Pop. 
of World
Internet Users, 
vat.
Penetration 
(% Population)
% 
Usage 
o f World
Use Growth
( 2000 2007 )
' : :
Europe 809,624,686 12.3% 321,853,477 39.8 % 27.4 % 206.2 %
Rest of 
World 5,765,041,731 87.7% 851,256,448 14.8% 72.6% 232.7 %
TOTAL
WORLD 6,574,666,417 100.0% 1,173,109,925 17.8% 100.0 % 225.0 %
T
EUROPE Population (2009 Est,)
% Pop. 
of World
Internet Users, 
Latest Data
Penetration 
(% Population)
User Growth 
(2000-2009)
Users 
% Table
Europe 803,850,858 11.9% 425,773.571 53.0% 305.1 % 23.6 %
Rest of World 5,963,954,350 88.1% 1,376,556,886 23.1% 437.9 % 76.4%
TOTAL W R LD 6,767,805 ^ 08 100.0% 1,802,330,457 26.6% 399.3 % 100.0%
Source: http://www.internetworldstats.com
Perhaps one of the most important parts of Internet technology is the transmission 
control protocol or Internet protocol (IP) (O’Connor, 1999). Bickert (1997) suggests 
that market segmentation is the closest marketers can get to understanding 
individual behaviour. Louvieris and Driver (2001) argue that technology can provide 
the tools needed to identify and track IP, thus analysing IP customer behaviour. 
Louvieris and Driver (2001) suggest that this “cybersegmentation” is the answer to 
marketing success. Although IP customer behaviour might not be the focus of this 
research, if personality does affect consumer behaviour, then IP could be used as 
the means of identifying the personality of a consumer. However, this has potential 
dangers as in big companies a number of people may share the same IP or 
members of a family may use one computer to surf the Internet thus sharing an IP 
amongst a number of family members.
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1.5.2 Tourism and Hospitality Online
One UK based research carried out by YouGov shows 76% of British holidaymakers 
use the Internet and research their destinations online, but only 66% will use it to 
book flights and accommodation (UKprwire.com, 2007). Understanding how 
individuals make their decisions can prove crucial not only for those online users who 
do not use the medium to make their reservations direct with the hotel but also for 
individuals who are still not active online. As Buhalis (1998) puts it “organisations 
and destinations which need to compete will be forced to compute... only creative 
and innovative suppliers will survive”. The Internet allows even small operators to 
have an international presence (Morrison et al., 1999) and it provides consumers with 
an extended choice as well as more information than ever before. In the UK, a 
survey by NOP (a market research company) showed 6% of online purchases to be 
on independent holidays and 2% on package holidays (Louvieris and Driver, 2001). 
Forrester research suggested that the online UK leisure travel reached £3.7m in the 
year 2005. The web enables Tourism and Hospitality organisations to promote and 
process the end transaction, enabling consumers to investigate, browse and 
purchase travel and tourism products (Morgan, Pritchard and Abbott, 2001). Certain 
aspects of the Tourism and Hospitality product affect the way a buyer would make 
his/her decision. The disposable time of the “tourist” is limited. The majority of 
buyers have a specific number of days per year available for holidays. It is an 
intangible product so there is always a degree of uncertainty from the consumer’s 
point of view. The amount of money spend per one transaction tends to be relatively 
high. Unlike tangible products such as groceries, visualisation of the product is 
harder to be achieved unless the consumer has visited the hotel/area before. As 
Louvieris and Driver (2001:171) state “...because repeat purchases of groceries for 
the weekly shopping basket are often associated with low involvement, habitual
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buyer behaviour requiring minimal cognitive effort...”. They go on to suggest that this 
is in contrast to other products and holidays is one of those products mentioned. The 
Internet can assist in the visualisation of the product and together with the 
interactivity element, it is a medium that well suits consumers who are willing to buy 
holidays.
1.5.3 Consumer Behaviour in Tourism and Hospitality
It is interesting that although consumer behaviour has been engaged by a large 
number of academics, consumer behaviour in Tourism and Hospitality has captured 
the serious interest of only a few (Pizzam and Mansfield, 1999; Swarbrooke and 
Horner, 1999; Pearce, 1982; Stopher, Meyburg and Brog, 1979; Bareham, 1995). In 
more recent years, however, a more organised effort by the Society of Consumer 
Psychology of Tourism Hospitality and Leisure has captured a number of research 
initiatives within the area (Woodside et al., 2000, Mazanec et al., 2001, and Crouch 
et al., 2004). The area, however, is still in its infancy and research in the area of 
online tourist behaviour can be regarded as limited. A major gap in the body of 
knowledge appears to be the absence of research that focuses on the effects of 
personality on the consumer behaviour process. To establish the depth of this gap 
the study analyses the majority of key consumer behaviour models that are either 
utilised, or have influenced consumer behaviour literature in the fields of tourism and 
hospitality. The second chapter of this thesis serves as the catalyst for the choice of 
a consumer behaviour model that most likely facilitates the measurement of a 
personality variable.
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The process that consumers undergo to decide on a tourism destination is underlined 
by a behavioural pattern that has been partly dictated by the methods used to reach 
their final decision. Louvieris and Driver (2001) suggest that in the case of the 
Internet, technology is integral to the buyer behaviour process. As the Internet 
enriches that process, consumer behaviour shifts to accommodate a more 
demanding customer -  one that is looking for more value for money as well as more 
exciting destinations. However, technology will always shift and the importance 
should be placed on understanding how consumers use that technology.
Considering the Internet technology and the gap in literature on consumer behaviour 
and personality, a gap in the body of knowledge can be identified as to whether 
personality affects the consumer behaviour process of online hotel room buyers and 
whether personality can be used to predict and better understand online consumer 
behaviour. The distilled research question therefore is formed as:
Do consumer personality characteristics affect the buying behaviour process 
when booking hostel rooms online? If personality does affect buying 
behaviour, how is the buying process affected?
Attempting to answer this seemingly simple and straightforward question, one must: 
a) adopt a model of decision making that has a proven record in its application of 
Information Technology and more specifically the Internet, and b) establish 
personality parameters, that have been previously utilised in a similar context 
successfully.
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Adopting the Technology acceptance model (Van der Heijden, 2004) as a model of 
behaviour and using the “Consumer Locus of Control” (Bussed et al., 1997, 1998) the 
study attempts to establish whether personality affects the consumer buying process.
Specifically to the Internet, Hoffman, Novak and Schlosser (2003) suggest that an 
internal LOG is positively related to acquiring information, further suggesting that 
internals who use the Internet may make better decisions and feel more empowered 
in general and in the consumer domain, in particular, than internals who do not use 
the Internet.
1.6.1 Aims and objectives
Following from the research question the researcher aims to:
• Understand the research undertaken in the consumer behaviour field of 
tourism.
• Analytically research models of consumer behaviour identifying any that show 
evidence of personality included as a variable.
• Understand the key personality schools of thought and review research that
will allow the choice of a sound personality theory for the purposes of this 
research.
• Identify the most fitting model of consumer behaviour that can be utilised in
conjunction with the chosen personality theory for the purposes of this
research.
• Choose and utilise a sound methodology that can reveal links between 
personality characteristics and online consumer behaviour.
• Develop hypotheses that will allow the researcher to answer the research 
question.
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1.6.2 Summary of research context
To summarise the theoretical research context of this thesis the study develops 
evidence towards the argument that there is limited research that suggests that 
personality should be considered as a construct when researching consumer 
behaviour models and processes. He identifies a model of consumer behaviour that 
has found a relative success when used to measure acceptance of technology (TAM) 
having first established that the underlying theory utilised for TAM allows for the 
introduction of personality as a variable. The researcher then reviews personality 
theories in an attempt to identify the one best suited to integrate with TAM. CLOC is 
identified as the safest personality construct that can provide evidence of the link 
between personality and perceptions of use and consumption. In considering the 
physical context of the research and its natural properties the researcher had to 
identify a hotel property that its management would allow him to conduct surveys and 
extensive interviews with customers that may have made their reservations online. 
Thus a company that facilitates online bookings (such as Lastminute.com or 
Expédia) would have been an ideal setting. In the absence of promise of 
collaboration from such companies, a hospitality property that receives the majority of 
its bookings via online reservations had to be identified. Highly rated hotels would 
not allow access to their customers, as they would see the exercise as intrusive. 
Therefore a hostel property that serves a demographic that is likely to utilise the 
internet and has management that is willing to discuss access to its customers was 
identified and engaged in the research. It is important to note that the researcher 
chose not to design a research that attempted to capture hotel web site users 
memories in general. It was important to identify a property that would enable the 
researcher to capture respondents views about the specific property’s website and 
their experience when booking through it. Thus having a very specific online
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transaction in mind the researcher can have a more controlled environment as the 
setting for the research. More information about the physical setting of the research 
is given in the methodology chapter of this thesis.
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The problem is the understanding of human behaviour online particularly in the 
context of Tourism and Hospitality. Academics, hoteliers and marketers will find the 
results of such a research useful as it could provide an understanding of tourist 
online behaviour processes, which will empower organisations to provide better 
services and appreciate individual consumer needs. The researcher hopes to 
contribute to the already established Technology Acceptance Model by 
demonstrating that personality variables have an effect on the consumer buying 
process.
For academics this is an important area of contribution as it will allow for future 
research to choose personality literature that is more appropriate when doing such 
research. Effectively the thesis serves as a catalyst for future research that could 
extend TAM and allow researchers to account for personality as a variable that 
influences perceptions of choice.
For hoteliers it will allow marketers and web designers to develop websites that may 
deliver customised services to users based on personality characteristics, either 
through IP recognition or through customer choice.
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1.6
In this introductory chapter, the study sets the scene, focusing on the literature that 
has been used in the development of the research hypotheses. The chapter gives 
the reader an insight into the process of thought of in the study and the research 
question and aims of the research are established.
In the next three chapters, literature in the relevant areas is explored. Chapter two 
covers Consumer Behaviour and alternative models. Chapter three reviews 
personality theories and asserts that LOG is one of the most appropriate personality 
scales to be utilised for the purposes of this research. Chapter four covers research 
that utilises the TAM and Personality in depth. Chapter five covers PhD 
methodological paradigms and methodologies used, including the pilot research. 
Chapter six establishes and discusses the research findings and chapter seven 
discusses conclusions, recommendations for further research and limitations of the 
research.
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With a plethora of consumer behaviour theories and models, understanding their 
limitations and strengths in relation to the research question of this thesis was a 
complex process as the theories borrow and blend knowledge from a number of 
areas of research such as psychology, anthropology, market economics and 
sociology. With such a complexity it is no wonder that half the textbooks that 
approach marketing fail to make a reasonable contribution to perhaps a chapter on 
consumer behaviour (e.g. Jobber, 2003; Kotler et al., 2004; Keegan and Green, 
2003). However, not all marketing textbooks fail to make an effort (e.g. Brassington 
and Pettitt, 2006; Drummond, 2007 have small sections on consumer behaviour). 
Considering the importance of the field to marketing and no matter what its 
complexity, it would be expected that at least some mention of consumer behaviour 
in the vast majority of marketing related textbooks. In the case of Keegan and Green 
(2003) the words ‘consumer behaviour’ (or ‘behavior’) do not appear even in the 
index list of the book. Perhaps steering clear of an area as complex as this is a clever 
strategy after all. Looking at the recent history of consumer behaviour perhaps may 
shed some light on why this research area is so complex.
Bettman and Morgan-Jones (1972) classified the models that were produced up to 
that time into four broad types: stochastic, experimental, large system and 
information processing models. They also suggested that three potential uses for 
such models existed: description, prediction and understanding. They argued that 
the information processing models are much better in understanding but not so good 
at predicting behaviour.
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Svenson (1996) suggests four stages that can be described in the last 40 years (at 
the time of her article). She suggested the first stage characterised by researchers in 
the early 50s who looked at decision making purely from a utility perspective with no 
attention given to the psychological perspective. The second stage, she suggests, 
started in tandem or shortly after the first with examples of research from the mid 50s 
in this stage. Although she suggests no major differences in the approach, 
researchers are critical of the utility theory and its limitations in predicting decision 
making. The third stage in the 70s signifies a deeper exploration of decision making 
processes and a departure from the utility theory. The final stage, in her view, starts 
in the 80s when decision making is seen as a complex process that requires better 
understanding than the oversimplification of the original models. Decrop (2006) 
agrees with Svenson’s suggestion but adds a fifth stage or “moment”, as he prefers 
to call it, in the history of decision making research. He points to postmodernism and 
the introduction of new paradigms and the critique on rationality and rule following 
models that were presented in earlier “moments”. Key suggestions are that reality is 
not unique and that intention is not a good predictor of behaviour. Early consumer 
behaviour models such as those developed by Andersen (1965), Nicosia (1966), 
Engel et al. (1968), Howard and Sheth (1969), Kotler (1972), Bettman (1979), 
Runyon, (1980), Gilbert (1991), Keegan, Moriarty and Duncan (1992), Howard, 
(1994) and Schiffman and Kanuk, (1997) appear to be focusing on tangible products 
rather than intangible services and those models are open to criticism if utilised for 
research that attempts to understand consumer behaviour in a context that is service 
orientated. Therefore the choice of a consumer behaviour model upon which to base 
this research was even harder as the study had to ensure that the model did fit the 
characteristics of the chosen industry, tourism. It is rather hard trying to recollect 
which came first, as it was whilst reading about consumer behaviour that the gap of
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knowledge in personality and consumer behaviour became apparent. This 
realisation then led to another search in (relative) futility in understanding the field of 
personality research but more on that is explained in chapter 3. This particular 
chapter attempts to quantify the process the researcher undertook in understanding 
consumer behaviour theories and how the decision to utilise the theory of reasoned 
action was reached. It is worth noting at this point that the study does not suggest 
that one theory is better than another, merely that a particular theory better fits the 
conceptual framework needed to a) attempt to answer the research question of this 
thesis and b) ensure the theory does not exhibit its major weaknesses if utilised 
within the context of tourism research.
%./
A number of consumer behaviour books approach consumer behaviour without the 
need to suggest a consumer behaviour definition, (e.g. Evans, Ahmad and Foxall 
2006; Bareham, 1995). One may argue that the collective of anyone who buys a 
product or service can be labelled as the consumer. However, that definition would 
leave out a good number of people that do not necessarily buy but influence the 
decision. In other cases one person buys and another person consumes. Therefore 
a definition of consumer behaviour would have to encapsulate all the possible 
elements of consumer behaviour.
Foxall, Goldsmith and Brown (1998) suggest a simplistic outline of the buying 
process represented by five stages. Development of want or need, pre purchase 
planning, purchasing act, post purchase reaction, repeat buying. Their 
representation of those stages, although cyclical, suggests a linear connection from 
one stage to the next. However, not all consumers in all purchasing decisions must
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go through all the stages. For example some people may buy a house once in their 
lifetime.
Rosenberg and Stern (1970) suggest that buyer behaviour is the study of 
individuals, groups, or organisations and the processes they use to select, secure, 
use, and dispose of products, services, experiences, or ideas to satisfy needs and 
the impacts that these processes have on the buyer and society. Solomon (2004) 
shares the same definition. This may seem a rather inclusive definition but it 
appears to forget the role of the influencer. If a child continously nags a parent to 
buy a toy and the parent gives in, who is the consumer? From a behavioural point of 
view would it be enough to understand the process the parent went through, or do 
we need to go deeper and understand the motivation of the child as well?
Belch and Belch (2004) suggest an even more inclusive definition referring to 
processes and more generally activities, and they refer to both products and 
services, in their effort for their definition to be as foolproof as possible. The problem 
with such definitions is that in their effort to be inclusive they become more unclear 
as to what exactly they propose consumer behaviour is, according to Belch and 
Belch definition, breathing can be considered consumer behaviour. Furthermore, the 
difficulty of accepting one definition becomes even greater when one considers that 
consumer behaviour is approached by scholars of many and varied research 
interests.
The marketer focused definition views consumer behaviour as “The dynamic 
interaction of affect and cognition, behavior, and the environment by which human 
beings conduct the exchange aspects of their lives” (American Marketing 
Association). The two major components of such a definition are psychology and 
marketing. The economists’ definition puts the importance on price as a key variable
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in predicting behaviour and income as a key determinant in the demand and supply 
cycle, (i.e. Deaton and Muellbauer, 1980). The anthropologist’s definition seeks 
cultural meanings in the consumer behaviour process, ( i.e. McCracken, 1988).
The author of this thesis has a managerial background in the hospitality industry. So 
the decision to focus on online room bookings as the “product” or “process” of 
consumer behaviour was influenced by the author’s inherent bias towards hospitality. 
As consumer personality was emerging as another key theme, with personality 
appearing in many of the updated models as well as being at the top of individual 
differences cited in hospitality marketing books (e.g. Bowie and Buttle, 2004), during 
the seven years of the study it was becoming apparent that price and income 
influence had to be marginalised in the study and for that reason a hostel, the 
cheapest type of budget hotel, was chosen as a case study. Although there were 
some cultural elements in the primary research stages of the study, overall it is the 
combination of marketers and a psychologist’s definition of consumer behaviour that 
adds to the background of conducting this study. Therefore the adapted definition of 
online consumer behaviour in the study is “the dynamic interaction of individuals and 
the process they use to influence, select and use products or services, online”. This 
definition is an adaptation from the American Marketing Association, and Rosenberg 
and Stern (1970), definitions.
The following sections explain some of the various models and theories studied by 
the researcher before reaching the decision to utilise the TAM, a model derived from 
the TRA.
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In the literature three early models are referred to by a number of academics as the 
Grand Models (e.g. Gilbert, 1991; Hudson, 1999). Nicosia’s (1966) model together 
with the one proposed by Engel et al. (1968) and Howard and Sheth (1969) are 
considered the Grand Models of consumer behaviour as they have influenced in one 
way or another subsequent models of consumer behaviour and continue to influence 
consumer behaviour research even to this day. Even though marketers today 
understand the complexity of consumer behaviour and the difficulty of an over­
simplified model in representing complex processes, some of the early influences are 
still apparent in recent approaches to consumer behaviour. The following sections 
present some of the more influential models chronologically.
2.3.1 Andersen’s Early Model 1965
One of the earliest models of consumer buying behaviour had been proposed by 
Andersen (1965). Interestingly Andersen suspects personality to affect beliefs in the 
process. The model is cumbersome but does show how the subsequent models in 
consumer behaviour were influenced (Figure 2.1).
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Figure 2.1 Andersen’s Decision Model in New Research in Marketing
Hold
Source: Andersen (1965)
Interestingly, Andersen seems not to consider at all if personality affects attitudes; he 
merely sees personality as a buffer between the filtration stage and the disposition of 
beliefs and feelings. Furthermore, one would argue that once the process is complete 
the act of buying a product or service would have a future impact on a consumer’s 
attitudes towards the product -  something that is not addressed with this early model.
2.3.2 Consumer decision process by Nicosia
In his first work Frank Nicosia develops three models of consumer behaviour. The 
first he entitles the “Simple Scheme”. This is a stimulus response type of model
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(simpler than the black box model) in which only one behavioural variable is 
examined. In the second model which is entitled “Reduced Form Scheme”, he 
proposed that a number of independent variables affect consumer behaviour and 
finally the “Process Scheme” is a complex model with functional relations that interact 
with each other. In this early work he suggests that the “Process Scheme” is the only 
model that can reflect the consumer behaviour process. A decade later, in a paper 
with Mayer (Nicosia and Mayer, 1976) in the model of consumer behaviour 
processes (figure 2.2) the decision making process is divided into four fields:
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Figure 2.2 An early model of consumer behaviour processes
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Source: Nicosia and Mayer (1976)
The first field concentrates on a firm’s attributes and how effectively it may 
communicate the marketing message and thus affect the consumer attributes and 
predisposition towards the firm’s products. The first field also attempts to capture the 
consumer’s characteristics that affect the interpretation of that message and 
ultimately may lead to rejection or adoption. In the second field the consumer 
researches other firms and comparatively analyses the marketing message with that 
of alternative firms or brands. The third field looks at the actual consumer behaviour 
and although in the model we see the assumption that the consumer actually 
consumes the implication that rejection may also lead to field four, it is perhaps too 
obvious for the authors to explicitly describe. Field four closes the loop with the 
suggestion that the act of purchasing informs both the consumer’s attributes as well 
as the firm’s attributes and how well or badly s/he may receive future messages from
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the same firm. The model leaves too much to interpretation, for example the 
implication that satisfaction implies a positive correlation may not be true for all types 
of products or services. The consumer attributes are left unexplored. No mention is 
made of how personality or even culture may affect the interpretation of a message. 
One of the HSBC adverts that play on cultural interpretations of the same message, 
typically seen in lounges across Heathrow airport, is a great example of how this 
model fails to offer a holistic appreciation of consumer behaviour.
2.3.3 Engel et al. (1968)
The Engel Kollat Blackwell (EKB) model is the second of the “Holy Trinity” of 
consumer behaviour models. A more complex model than that of Nicosia, it has four 
distinct stages with decision process at its core, information processing and input, 
and other variables that may influence the process. The first stage sees the 
consumer identifying a particular problem (problem recognition), and from there 
engaging in a search that will either take the consumer through the memory of past 
similar experiences or seek alternative information. The EKB model recognises that 
this search may be influenced by other variables (stage 2) such as individual 
characteristics, e.g. personality and/or culture, but it does give the impression that 
these variables were suspected and thrown in for good measure without a real focus 
as to exactly how they may influence consumer behaviour. Other individual 
characteristics that the model identifies are motives, values and lifestyles but it fails 
to consider why or how such characteristics affect the process. In hospitality and 
tourism, for example, Religion may be a key determinant of whether a consumer may 
buy a particular food item or even if they will consider staying in a hotel or going to a 
restaurant. Consumers for example that require “halal” meals may not even consider 
dining in a restaurant that does not have a “halal” kitchen. One would argue that 
“beliefs” in the EKB model account for this but in that example the beliefs enter the
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process between the problem recognition and the search stages. The EKB model 
does differentiate between routine purchases and more complex purchases that may 
require more input by the consumer and suggests that some of the stages may be 
skipped, depending on what the purchase may be. The third stage is that of 
information processing. The consumer is exposed to information and subsequent 
sub-stages may result in the retention of that information and storage in the 
consumer memory; this, in turn, affects the decision process stage via the internal 
search. The fourth stage is the input and such input could derive from external 
sources or directly from the marketing of a particular firm.
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Figure 2.3 The EKB Model
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Source: Engel, Blackwell and Miniard (1986:98)
The argument may be which is the first stage and which is that last or can we even 
clearly distinguish a particular pattern that each consumer may be going through? 
The pattern would surely depend on the problem itself, i.e. the type of product or 
service. In the case of some products, for example mobile phones, it was the 
marketing stimuli that came first before the consumer realised they had to enter the 
decision process. In the case of holiday making, one may argue that personality and 
culture may be what dictates if an individual should travel and therefore that ought to 
be stage one. Perhaps the EKB would better be served in a visual representation 
that resembles a circle with no one stage as the first or last.
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Figure 2.4 Updated EKB
Source: Engel et al (1995:154)
Engel (1995) proposes a seven stage model in which a consumer ‘broadly’ engages 
in. These stages can be seen in figure 2.4, namely: need recognition, information 
search, pre-purchase alternative evaluation, purchase, consumption, post-purchase 
alternative evaluation and divestment. The clear updates to the revised model are the 
environmental and individual differences, the introduction of the post and pre 
evaluation stages and the divestment. As research in the field of consumer behaviour 
(CB) was getting stronger the authors realised the need to update the model so that 
new empirical evidence is included. However, it is still unclear if the authors suggest 
that the consumer would go through all the stages every time a purchase is made. 
Perhaps it is their use of the word ‘broadly’ that suggests by 1995 Engel was not as 
convinced that consumers undergo (i.e. with complex decisions -  with routine
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decisions he never suggested they did go through all stages) as many of the stages 
as he was in the early days of EKB.
2.3.4 Howard and Sheth (1969)
The Howard and Sheth model (Figure 2.5) takes an input output approach. They 
suggest a three level interaction from extensive problem solving to limited and finally 
routine or habitual. With extensive problem solving, the consumer has never 
interacted with that particular product or brand and therefore will seek information 
about the product from the source or/and alternative brands. The limited problem 
solving occurs when the consumer has some information about the product, service 
or brand but still requires to conduct some research to become confident about the 
purchase. Finally the habitual decision process occurs when the consumer 
purchases routinely and has very good knowledge of the particular product, for 
example petrol or milk.
Figure 2.5 Howard and Sheth Model
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The model is separated into four key stages. Beginning with the first stage (input) 
the Howard Sheth model suggests that three key stimuli affect this stage: the 
variables that have a direct relation to the product, such as quality, price or service, 
but in the real or physical sense, as opposed to the symbolic interpretation of the 
same variables (quality, price etc.) by the consumer. These are the visual images or 
ideas the marketer attaches to the product. The third stimuli is influenced by the 
social environment of the consumer such as family or social class.
The second stage is the perceptual constructs, this is perhaps where the researcher 
would have expected a more explicit reference to personality or other individual 
characteristics but the model simply groups psychological constructs without giving 
any further explanation. The model suggests that perceptual bias feeds into attention 
and the overt search whilst there is the possibility of stimulus ambiguity when the 
marketing message is misinterpreted by the consumer.
The third stage focuses on learning constructs and identifies motivation, attitude and 
intention to purchase as key constructs. The Howard and Sheth model fails to 
identify the possibility of individual differences regarding attitudes, brand 
comprehension, motives, satisfaction, choice criteria and intention.
The final stage, which is output, describes the consumer actions or responses to the 
learning and perceptual constructs. The model suggests that constructs that appear 
as a learning or perceptual construct will also appear as an output since, after the 
purchase, an attitude may change or the brand comprehension be enhanced (or 
diminished depending on the experience). This completes the cyclical nature of the 
model but highlights certain limitations in the understanding of CB at the time. For 
example, the notion that attitude can only affect purchase through intention can be 
challenged today as technological advancements may enable attitude to influence 
the purchasing even if intention was not present. For example, the attitude towards 
having milk delivered every day may result in milk being delivered one weekend 
when the consumer forgot to mention to the milkman about being away on holiday; or
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the gym membership that a number of consumers still pay, even though they do not 
use the facilities. Their general attitude may be one that suggests that they wish to 
exercise and that attitude may override the intention to cancel the membership. 
According to Gilbert (1991) the grand models of CB share some commonalities 
(Table 2.2)
Table 2.2 Gilbert’s common issues of the grand models
1. Consumer behaviour is a constant process
2. Focus on the individual
3. Behaviour is a functional concept that can be explained
4. Buyer is viewed as individual that evaluates and stores 
information
5. Buyer limits information over time choosing from 
alternatives in memory
6. Feedback from the purchase included to emphasise 
effect on future decisions
Source: Gilbert (1991)
It is interesting that although the majority of early models consider the buyer’s actions 
as those of an individual, very little emphasis was given to individual differences 
when examining the consumer buying process.
2.3.5 Bettman’s (1979) Consumer Information Processing Model
Bettman (1979) presents a simplified model that has seven distinct stages (Figure 
2.6). These stages (processing capacity, motivation, attention, information 
acquisition, internal search or memory, decision process, and consumption and 
learning), are part of a cyclical process which is visible throughout the model.
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Bettman suggests that the consumer has simple strategies in making the decision 
and prefers a simplified approach to complicated information analysis.
The first stage is that of processing capacity. Bettman suggests that the consumer 
has limited capacity for processing information, therefore the choice for strategies that 
simplify the selection are the consumer’s obvious choice.
Figure 2.6 Consumer Information Processing Model
Wcrmntion 
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Warning Procoasaa
Source: Bettman (1979:402)
The second stage is the core of Bettman’s model which is the consumer motivation. 
Motivation he suggests will influence how much information the consumer will require 
before a decision is reached. Within motivation he suggests a goal hierarchy that 
serves to simplify the selection of choice. The model fails to recognise the effect 
individual differences such as personality, culture and religion may have in the 
hierarchy of those goals. The third stage which is interrelated to the goals’ hierarchy
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is that of attention. Bettman suggests both voluntary and involuntary attention 
influence how consumers make a choice. Perceptual encoding adjusts the amount of 
information the consumer may need to receive. In stage four, the consumer may seek 
alternative sources of information if s/he perceives the current information as 
inadequate and may stop searching for more information, if the goals are reached or 
if the cost of gaining such information outweighs the benefits. The internal search is 
the fifth stage and this is where the consumer stores previously analysed information, 
which may or may not help in future evaluations of products. If the information in the 
memory of a consumer is sufficient, s/he may not attempt an external search. The 
decision processes step suggests that specific methods are utilised when evaluating 
and selecting a brand. These processes may be influenced by individual 
characteristics or situational factors, therefore can be different for the same consumer 
in different situations or two different consumers facing the same purchasing decision. 
In the final stage Bettman suggests that the consumer learns from the experience of 
consumption by processing and analysing the information. How the consumer 
chooses which information to analyse and which to reject, is not discussed by 
Bettman. A better effort in analysing individual differences is evident in future works 
of the author, such as his collaboration in the Payne, Bettman and Johnson (1993) 
work on adaptive decision behaviour. But in the early works of this model the 
opportunity to scrutinise the decision processes of the consumer is lost.
2.3.6 Consumer psychology for Marketing
Foxall et al. (1998) suggest a model that considers inputs versus outputs. They 
develop this model from the “stimulus-organism-response psychology on which 
cognitive science is ultimately based” Foxall et al. 1998:29).
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Figure 2.7 Input output model
INPUTS
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Source: Foxall et al. (1998:29)
The authors do not provide any empirical data that support the model and there is 
very little explanation of how the variables and their relationships can be measured. 
However, the textbook provides some insightful understanding on areas of 
psychology that are related to CB and their distinction between personality and self- 
concept. How those variables may interact with one another to affect CB is helpful, 
although again the book does half a job and does not go into further explanation as to 
how exactly this relationship is measured and what empirical data support their 
theory.
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Figure 2.8 Relationships of demographics and personality variables
Personality 
Source: Foxall et al. (1998:148)
Although the authors approach personality in more depth in their text, further analysis 
of the personality construct is presented in chapter three of this thesis.
2.3.7 Consumer behaviour and the practice of marketing
Although Runyon (1980) does not provide an additional theory or new model, he 
approaches existing models from a practical point of view and provides numerous 
examples. He over-emphasises functional influences whilst focus on the process is 
minimal. He discusses a number of variables in his text including culture, family, 
attitude perception and personality. However, their interaction with behaviour is 
discussed from a univariate perspective, with little regard to the interrelation of those 
variables with one another. Nonetheless, his work is cited here as it helped the 
researcher further comprehend the grand models of CB.
2.3.8 A Model of Consumption Values
Sheth, Newman and Gross (1991) proposed a model that suggests consumer 
behaviour is influenced by five distinct values (Figure 2.9) which make distinct 
contributions at given choice situations. They argue that each value is consistent with 
“various components of models advanced by Maslow, Katona, Katz and Hanna"
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(Sheth et al. 1991:160). But they refer the reader to their (then) forthcoming book 
instead of elaborating on such consistencies within the article (what this author calls a 
shameless plug). Their first value “Functional” appears to derive from the utility theory 
and focuses on attributes such as price or quality of product. The second value is 
social and they refer to the symbolic value that is translated through a social 
narrative. They suggest that such social values may often be stronger than the 
functional ones, for example a car brand suggests a status quo that overshadows the 
qualities of the car itself. The next value is emotional and they suggest that often 
products are associated with emotional responses such as the “love” a consumer 
may have for an inanimate object, such as a car.
Figure 2.9 Model of Consumption Values
Functional
Value
Source: Sheth et al. (1991:160)
The next value is epistemic value, which involves consumer curiosity, novelty and 
knowledge. They argue that new experiences provide an epistemic value but they 
appear to imply that such value is always positive. The final value refers to the 
conditions by which a transaction may take place, for example buying a Christmas 
tree in the summer may make no sense to a consumer. However, one may argue 
that functional value could override conditional, because after Christmas sales of 
Christmas decorations at half price or less motivate consumers to “stock up” for the
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following year. An interesting fact is that Sheth et al. (1991) implicitly suggest an 
order of hierarchy by the order in which they explain their values, yet in their 
diagrammatic representation of those values there is no obvious order, or at least the 
visual order does not match their narrative. Although an interesting take on a 
combination of theories, their choice of product (tobacco) and their bold claims that 
the theory can predict as well as describe and explain behaviour, does not.
2.3.9 Black Box Model or stimulus response
The stimulus response model is one of the earlier models in attempting to understand 
the process of consumer purchasing behaviour (Figure 2.10)
Figure 2.10 The stimulus response model
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This particular representation of the consumer buying process has an obvious flaw -  
the failure to exhibit some understanding as to what exactly the black box is. Keegan 
et al.’s 1992 representation is slightly better than the one seen in Kotler (1972) see 
Figure 2.11.
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Figure 2.11 An earlier visual representation of the black box model
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Where Kotler shows no exploration of the “Black Box”, Keegan makes some 
suggestions as to what may exist in the buyer’s mind but even Keegan’s attempt to 
list some of those elements can be described as very basic. Interestingly, Keegan 
fails to add personality to his list. Perhaps the disarray of personality theory and lack 
of personality theory from a consumer point of view at the time did not allow 
marketers to even consider the notion that personality may affect buying behaviour, 
something that some later models appear to be reporting. Interestingly, Kotler a few 
years later starts referring to personality and the self-concept as one of the key 
variables affecting consumer behaviour (Kotler, Bowen and Makens, 2003). For the 
researcher, this was one of the key indicators that a gap in the body of knowledge 
may exist.
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2.3.10 Internal - external models
The internal - external model of CB (Hawkins, Best and Coney, 1998) attempts to 
distinguish the factors that influence the consumer decision making process. The 
externals are those factors that are part of the consumer’s immediate environment 
such as culture, social status and family. Internal factors are those that have to do 
directly with the consumer as a person rather than a member of society. Perception, 
learning personality and motivation are some of those internal influences that 
Hawkins et al. (1998) list (Figure 2.12).
Figure 2.12 External -  Internal Model of Consumer Behaviour
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Source: Hawkins et al. (1998)
The latest adaptation of the external internal model suggests that the internal and 
external influences affect the value the consumer places on the product, service or 
process. Personality appears to take a far more significant place in the internal 
influences part of their model than it did with the Hawkins et al. (1998) model one 
decade earlier.
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Figure 2.13 The consumer value framework
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An example of an internal - external model adapted specifically for the tourism 
context can be seen in Hudson’s (1999) review of CB in tourism. Personality of the 
consumer has taken a more prominent role in models of consumer behaviour but 
there has been limited research to support and quantify the link between personality 
and switching behaviour or value as suggested by Babin and Harris (2008).
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Figure 2.14 Hudson’s adaptation of the Urn and Crompton model
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Hudson has not altered the model in any significant way, he has just added a small 
description on each of the processes that was missing from the Urn and Crompton 
model.
Hoc n o m :;; P vodoV
Although this thesis takes a marketing approach to CB models, the author deemed it 
important to have a basic knowledge of the approach to CB taken by alternative 
disciplines. Such knowledge strengthened both the understanding of CB theory in 
general as well as the belief that the particular approach taken was the most 
appropriate for the topic of this thesis. Economic models focus on price, income, 
savings and payoffs.
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2.4.1 Utility, Game theory and expected utility theories
Utility theory is often used by economists attempting an approach to CB. They use 
the concept of “utility function” which itself is just a mathematical representation of an 
individual’s preferences over alternative goods or services. A continuous utility 
function represents an individual’s preferences that are complete, reflexive, transitive, 
and continuous. Debreu (1964) and Campion, Candeal and Indurain (2005) are 
examples of early and recent academics theorising on the existence and possibility of 
measurement of utility functions. The expected utility theory, often referred to as 
game theory, suggests that when there is an uncertain outcome, the size of a payout, 
the probability of occurrence, and the different utility of the same payout to people 
with different assets or personal preferences can be predicted mathematically. The 
notion is often accredited to Neuman and Morgenstern, see Schoemaker (1982). The 
theory of subjective (expected) utility is the locus of the neoclassical theory of rational 
economic behaviour (Savage, 1954). Its core assumptions are that choices are 
made, a) among a given, fixed set of alternatives; b) with known probability 
distributions of outcomes for each alternative; and c) in such a way as to maximise 
the expected pay-off of a given utility function.
2.4.2 Life Cycle Hypothesis and Keynes consumption theory
Deeply embedded in utility theory are the early attempts to suggest the life cycle 
model for CB. Keynes (1997) assumes consumption is entirely based on current 
income, and focuses his theory on income and disposable income. The life cycle 
hypothesis on the other hand suggests that consumers consume a constant 
percentage of the present value of their life income. The life cycle model also 
suggests that consumers save while they work in order to finance consumption after 
they retire Hall (1978).
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2.4.3 Behavioural life cycle Model (BLCT)
Shefrin et al. (1988) developed the behavioural life cycle theory which emphasises 
self-control, mental accounting and framing. They suggest that their model is an 
enhanced model of the traditional life cycle theory of saving. They introduce 
considerations such as consumer impatience; because of that consumer impatience, 
consumers maintain mental accounts that lead them to treat various components of 
their wealth as non exchangeable. An example of that impatience can be seen with 
impulse buying.
2.4.4 Prospect Theory
Kahneman and Tversky (1979) criticise utility theory as being unable to describe all 
choice problems. They suggest that choices with probable outputs would be 
underweighted by choices with certain outputs in the mind of the consumer. They 
develop a psychological perspective to the utility theory which is now known as the 
prospect theory. In its original version the theory suggests that value should be 
assigned to gains and losses rather than to final assets, and probabilities are 
replaced by decision weights.
Whilst economic theories may have an application to a number of products or 
services, they would not apply to the process of this thesis as it focuses on the 
purchasing decision making of hotel rooms. Such a decision is complex enough to 
require planning and expensive enough to not be a habitual purchase or allow plenty 
of opportunity for impulse buying to occur (although this could be true in some 
instances for weekend breakaways).
2.5 k ' . A :
These models and theories are relatively recently developed from the Theory of 
Reasoned Action (TRA) in the 80s to the more recent construe! level theory of the 
new millennium. The study had been greatly influenced in his approach to this thesis
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by the TRA and subsequent Theory of Planned Behaviour (TPB) and although not a 
trained psychologist he has spent the best part of six years reading and 
understanding consumer behaviour (and still does). Although the decision making of 
booking a hotel room may not always be a rational decision, it often requires a longer 
term planning than habitual purchasing decisions. Through reading the various 
theories and models it became evident that even authors of the Grand Models were 
updating them to include psychological variables such as personality (Engel, 
Blackwell and Miniard, 1995). It was becoming clearer that the need to understand 
how psychology affects the consumer decision process is an area that needs further 
study.
2.5.1 Construal Level Theory
Construe! level theory suggests that decisions, objects, or events which may occur in 
the distant future are classified as abstract, intangible and broad concepts, whilst 
decisions, objects, or events occurring in the immediate future are represented with 
concrete, specific, and tangible concepts. For example, space (Fujita et al., 2005) 
time (Liberman, Sagristano and Trope, 2002) or the perspective of individuals 
themselves, versus that of an observer (Eyal, Liberman and Trope, 2008) will affect 
the perceptions of the individual accordingly. Trope, Liberman and Wakslak (2007) 
explore four dimensions to construal: temporal distance, spatial distance, social 
distance and hypotheticality. However, in their paper an understanding of why a bias 
may exist in the first place is not delivered. This particular theory may have some 
applications in the booking of hotel/hostel rooms online as the time frame of the 
booking itself to the actual act of staying in the hotel (or hostel) may affect the 
consumer perceptions.
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2.5.2 Conversion Model
A model developed by Jan Hofmeyer in the mid 80s, it was originally developed to 
understand religious conversion but was later developed to address marketing issues 
such as loyalty. Hofmeyer and Rice (2000) focus on loyalty towards brand and their 
theory may have implications to repeat purchasing of hotel rooms online, especially if 
brand is attributed to the website rather than the hotel itself. The key criticism 
(Chamberlin, 2002) however, for this theory, is that loyalty and commitment are not 
the same thing and measuring commitment is far more elusive than the authors 
suggest. Thus the Conversion model alone would not allow for significant answers 
unless the process that the consumer undergoes when committing to a brand, is 
analysed, therefore returning to the understanding of some of the earlier theories and 
models of consumer decision making.
2.5.3 Theory of Reasoned Action (TRA)
The TRA was first brought to the attention of the researcher in the early stages of 
the PhD when the measuring of attitudes was studied. It was in Clark et al. 
(1998:121) that the study was introduced to the notion of “intention to behave”. This 
was a key moment that defined most of the reading in consumer behaviour for this 
author. Fishbein (1968) developed the expectancy value model in the 70s. The 
model was attempting to explain how individuals perceive the world based on 
evaluations and expectations. It was from this original work, whilst working in 
attitude research, that the TRA was formed. The TRA was developed by Ajzen and 
Fishbein in 1980. This was developed from work they had conducted previously, 
namely the theory of attitude. Attempting to understand the discrepancy between 
attitude and behaviour gave birth to the TRA. The main assumption was that people 
consider the implications of their actions before they decide to engage or not engage 
in a given behaviour (Ajzen and Fishbein, 1980:5). The TRA was meant to be able
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to predict and understand behaviour and attitudes, and the two determinants were 
attitude towards behaviour and subjective norms of behaviour.
Figure 2.15 Theory of Reasoned Action (TRA)
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Source: Fishbein and Ajzen (1975)
Although the theory works well in situations where a person is behaving of his own 
free will, when behaviours are not under full volitional control a person may not 
behave in the predicted way because of environmental conditions. Because the 
theory was only able to be utilised in situations in which the individuals exhibited 
voluntary behaviour, the theory received criticism over its limited applicability. 
Sheppard, Hartwick and Warshaw (1988), for example, suggest three limiting 
conditions on the use of attitudes and subjective norms to predict intentions and the 
use of intentions to predict the performance of behaviour. They suggest there is a 
difference between goals and behaviours, and that choice alters the nature of how 
intentions are formed as well as how those intentions affect actual behaviour. Finally 
they suggest that intention and what an individual expects to do are not the same 
thing. The theory received a healthy amount of attention in the 80s and early 90s, 
although critics argued that the theory was often used for research for which the 
model was not intended. Furthermore there was criticism over the variables and the 
theory’s interactions. For example, Miniard and Cohen (1979) while testing the 
model, found that both the subjective norm measure and motivation to comply 
measures were susceptible to attitudinal contamination. They also argued that the 
attitudinal measures showed limited evidence of validity. Thompson and Thompson
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(1996) suggested that in their research normative influences could not be considered 
as strong predictors and that neither habit nor behavioural control adds to the 
efficacy of TRA. The theory has been used for a wide variety of research topics from 
the use of condoms (Greene, Hale and Rubin, 1997), to the study of communicating 
messages for genetically modified goods (Silk et al., 2005), to domestic violence 
(Nabi, Southwell, and Hornik, 2002). In tourism and hospitality specifically, examples 
include March and Woodside (2005) who utilise the subsequent model of planned 
behaviour to test planned versus realised tourism behaviour, whilst Buttle and Bok 
(1996) use the TRA and report that the attitudinal component of the model makes the 
largest contribution to their findings. Although their findings do not report something 
new for hotel management decision-making (for example they report that their data 
suggest that management should consider the hiring of staff with empathy skills), it is 
the application of the TRA that shows an interesting preference for consumers to 
place employee competence secondary to employee empathy. In their conclusions 
they suggest that marketers will find a benefit in utilising the TRA in conducting 
research to understand the consumer in their particular situation. Interestingly, Buttle 
and Bok (1996) do not generalise their findings and highlight that they are specific to 
a particular hotel and that findings may alter in alternative locations or type of hotel. 
Although since 1996 the study does not recognise any other significant contribution 
to the TRA model specifically for the hospitality industry, the theory has made a 
significant contribution to empirical research in the fields when considering the 
number of studies that utilise extensions of the TRA. TRA has not been without its 
critics and one of the major recent objections to the theory is in the area of 
definitions of what attitude really is, and if the theory is falsifiable or not. One of its 
critics Trafimow (2009) asserts that the theory makes risky predictions and that it is 
falsifiable. He argues that despite the fact that the theory has been a leading theory 
over the past decades and that researchers have found it useful that in itself does not 
make it a good theory. The study understands the conceptual problems that the
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theory creates for psychologists but in the empirical arena at least it appears that the 
theory has been useful to a number of studies. It is the empirical value of the theory 
that this researcher attempts to harness although the conceptual problems are 
appreciated. Furthermore in order to counter some of the criticisms a number of 
extended models where attempted with the most pertinent of those the Theory of 
Planned Behaviour as developed by one of the original authors of TRA. The following 
section focuses on the next natural extension of this theory developed by one of the 
original authors of the TRA, Isaac Ajzen
2.5.4 Theory of Planned Behaviour (TPB)
To overcome the limitations of the TRA, namely the weakness of predicting 
behaviour in non-voluntary situations, Ajzen (1991, and with Fishbein 1975 and 
1980) developed the Theory of Planned Behaviour by adding a third antecedent; the 
Perceived Behavioural Control (PBC).
Figure 2.16 Theory of Planned Behaviour (TPB)
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Source: Ajzen (1991).
Attitude towards behaviour is expressed by “the degree to which a person has a 
favourable or unfavourable evaluation or appraisal of the behavior in question" 
(Ajzen, 1991:188). Ajzen (1991) suggests that attitudes towards behaviour have a 
direct impact on behavioural intention. Such attitudes are determined by behavioural
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beliefs that the consumer holds about the behaviour. Rice (1993) suggests three 
components that influence attitudes: emotional, cognitive and conative.
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Figure 2.17 Rice's Influences of attitudes
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The variables in Rice’s model of influences has distinct similarities to the TPB model 
and although Rice does not specify the authors that influence his work (specifically 
for this model) it is obvious that this was influenced by the representation of the three 
component views of attitude by Rosenberg and Hovland as seen in Ajzen and 
Fishbein (1980:19).
Ajzen and Fishbein (1980) suggest that subjective norms summarise the beliefs of 
other people over the individual’s behaviour. The subjective norm is influenced by 
how the individual should behave in the situation and how motivated he or she is to 
comply with other people’s normative beliefs.
Perceived behavioural control (PBC) has its roots in the Theory of Self Efficacy. 
Bandura (1977) proposed that self efficacy is the belief or conviction an individual 
has in themselves in performing certain actions. Self efficacy relates to an 
individual’s self worth. Bandura’s work has its roots in social cognitive theory which 
suggests that part of one’s knowledge acquisition can be related to observations of 
others in the social context. The social cognitive theory in itself stems from the work
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by Miller and Dollard (1941), namely social learning theory which suggests that 
learning can occur through clear observations.
Figure 2.18 Evolution of PBC
Source: Adapted from (Ajzen, 1991; Banduras, 1977; Miller and Dollard, 1941).
Ajzen (1991) confirms that PBC derives from the self efficacy theory, and Fishbein 
and Cappela (2006) use the concept of self efficacy in the same context as 
behavioural control. This raises the question that if self efficacy and PBC are 
considered to be similar, could the suggestion be made that in certain scenarios, 
personality testings be used to test if PBC can be either replaced or influenced by 
certain individual characteristics (for example personality and culture). Armitage and 
Conner (2001) confirm in their study the efficacy of the TPB and they conclude that 
PBC independently predicts intention and behaviour in a number of domains.
Finally, behavioural intention according to Ajzen and Fishbein (1980) can be 
expressed as the sum of attitude, subjective norm and perceived behavioural 
control.
Certainly out of all the models explored so far, this is the one that offers a real 
possibility to examine personality and its effect on consumer decision process, 
considering personality as an external variable that is however significant in 
understanding the process of consumer behaviour.
Social Learning Theory
Social Cognitive Theory
Theory of Self Efficacy
Perceived Behavioural Control
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In the field of Tourism, March and Woodside (2005) utilise the upgraded version of 
the theory to test intended behaviour against actual and planned behaviour. The 
TPB model can contribute to empirical research in tourism and hospitality because 
of the nature of the product. As Swarbrooke and Horner (2007) suggest, with tourist 
products or services the consumer exhibits high levels of involvement but with every 
purchase occasion showing different approaches. They further suggest that the 
decision process will take longer because the consumer is actively involved in the 
decision and will look for alternatives before they make a final decision. Other 
characteristics of the consumer process, whilst buying tourist goods and services, 
include the influence by others, the high level of information search and the fact that 
the majority of holiday bookings tend to be made or planned well in advance. 
These characteristics of the tourist product suggest that consumers are likely to go 
through most of the stages described in consumer behaviour models but the TPB in 
particular may be able to contribute to empirical research in the area with more 
accuracy than other models because it does not rely on specific stages but rather on 
the psychology of the consumer. One of the criticisms for TPB is that it does not 
include such variables as self-identity, self-efficacy, past behaviour, and moral 
judgment (Conner and Armitage, 1998). Considering such criticisms the researcher 
of this thesis argues that personality is closely related to the concepts of self-identity 
and self-efficacy. Therefore adding such a variable to a model (TAM) that has been 
devised on the strengths of TPB could only but strengthen the overall model if 
relationships between the personality and TAM variables could be exhibited by the 
results of this study.
2.5.5 Technology Acceptance Model (TAM)
As the study was taking form and the decision was made to focus on online 
consumer activities in the context of hospitality and through the literature review, it 
became apparent that although the TPB could be a useful model, its natural
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extension for online applications, i.e. the TAM, could prove to be a far more useful 
and valid tool. Bettman and Morgan-Jones (1972) argued that information processing 
models are the better ones for understanding behaviour and Ajzen (1991) suggested 
that the TPB was a good model for prediction of behaviour. Therefore one would 
make the argument that the TAM can be considered to be an information processing 
model that may provide a better understanding and, possibly, predict behaviour.
Even though Davis (1989) designed the tool to measure perceptions of usefulness 
and ease in hardware, the model was gaining a strong following in its use of users 
and online applications (e.g. Lu et al., 2003; Gefen, 2003; Gefen et al., 2003; Gong, 
Xu and Yu, 2004). Although the technology acceptance model and related studies 
will be examined in more detail in chapter four, here the study presents a quick 
review of the model to ensure the flow of process of thinking is kept in this chapter. 
Davis (1989) realised the application of the TRA model in the use of Information 
Technology (IT) and developed the TAM. Using the framework of the TRA, he 
attempted to predict and explain the acceptance of IT by the end user. The TAM 
suggests that two salient variables, i.e. perceived usefulness and perceived ease of 
use, determine technology acceptance behaviour (Davis et al., 1989).
Figure 2.19 Technology acceptance model (TAM)
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Source: Davis (1989)
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The TAM became widely accepted and a number of studies have been conducted 
using the original model or the extended version that was formed subsequently to the 
introduction of the TPB (Davis, 1989; Davis et al. 1989).
Figure 2.20 Technology acceptance model (revised TAM)
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By this stage the study could see that the realisation of the gap in empirical research 
as to how personality affects the consumer decision process could be made possible 
if his assumption and understanding that personality would have a better chance to 
be tested in relation to the concepts of self efficacy or perceived behavioural control. 
As the study was interested in the context of online hotel/hostel room bookings, the 
TAM would become a natural choice for a model that could be tested and had some 
relative success in understanding online purchasing of hotel rooms in the past (the 
TAM is explained and reviewed in more detail in chapter four). But first the study 
would need to have a better understanding of personality theories and personality 
testing in order to choose the most appropriate one that could serve his hypothesis. 
The process of attaining this goal is explained in chapter three of this thesis.
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Having reviewed some of the most influential models and theories of consumer 
behaviour, it became apparent that a review of how such models and perhaps new 
emerging theories were utilised in the field of tourism was required. Considering the 
complexity of tourist motivations and tourist decision making (Drew and Woodside, 
2008) one must remember that the use of the original models is mainly within the 
context of tangible goods. Crozier and McLean (1997) criticised those models for 
their lack of empirical research in relation to services as opposed to products. 
However, a small number of researchers, even in earlier days, attempted to align the 
tourism offering to such models (Wahab, Crampon and Rothfield, 1976; Schmoll, 
1977; Mayo and Jarvis, 1981). The following sections review their contribution to the 
body of knowledge and is a reflection of the systematic approach the researcher 
undertook when attempting to understand consumer behaviour and come to a 
decision about which theory and perhaps which model may be best utilised to 
address the research question: Does personality affect online consumer behaviour 
(in a tourism and hospitality context)?
2.6.1 Tourism Marketing (Wahab et al. 1976)
This early text of tourism marketing (Wahab et al., 1976) gives insights into the way 
tourism marketing was approached, although the chapter on marketing research 
rather suggests the lack of any meaningful research in the field at the time. It 
introduces methods of product visitor and destination oriented marketing and 
differentiates the tourist product as one that requires highly complex decision making 
from the consumer. In today’s market, where consumers may habitually book a 
weekend away at a touch of a button, the theories in the book may not apply. The 
chapters that attempt to focus on consumer behaviour rely on the existing,
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predominant, early consumer behaviour models -  something that Sirakaya and 
Woodside (2005) consider a weakness. Another weakness they identify is that the 
authors appear to neglect interpersonal and family influences. Overall, the text 
shares the weaknesses of the early models but the first chapter provides an 
understanding of how tourism marketing differed from other types of marketing at the 
time.
2.6.2 Tourism Promotion (Schmoll, 1977)
Schmoll (1977) suggested a model in which consumer decisions were the result of 
five elements: travel stimuli, such as guide books; word of mouth, advertising and 
promotion; personal and social determinants, external variables, such as images; 
and constraints such as cost and time; and finally characteristics of the service 
destination such as the perceived link between cost and value or range of attractions 
offered. Although Sirakaya and Woodside (2005) criticise the lack of clarity of some 
operational definitions and the fact that the theory is based on grand models, 
Schmoll’s early work offers an insight into which factors may affect decision making 
and provides the groundwork for mapping theory to practice.
2.6.3 Psychology of leisure travel (Mayo and Jarvis, 1981)
An interesting review of how tourist behaviour knowledge has been expanded up 
until the 80s is delivered by Mayo and Jarvis (1981). The authors investigate and 
touch upon variables such as consumer needs and motivations in the tourism 
context. They make the distinction for travellers between routine impulsive and 
complex decision making. Although they argue that the decision making process can 
be traced through various stages, the lack of empirical data does not convince that 
their model can be utilised for the purposes of this research. They do refer to 
psychological profiling as well as social (although the stress is on social such as the
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effect of groups or family in the decision making process) in order to better 
understand the consumer process but the suggestions remain at a superficial level.
2.6.4 A Model of Travel-Buying Behaviour (Mathieson and Wall, 1982)
Mathieson and Wall (1982) suggested a five-stage model of travel buying behaviour, 
but the model is linear in its nature and fails to recognise how individual differences 
may affect some of the stages. They also fail to identify the social impact of the 
process but they suggest (1982:24) that social impacts can be thought of “as 
changes in the lives of people who live in destination communities, which are 
associated with tourist activity”.
Figure 2.21 Model of travel buying behaviour
Information Travel preparation satisfaction
Felt need/ collection decision and travel outcome and
travel and (choice experiences evaluation
desire evaluation between
image alternatives)
Source: Mathieson and Wall (1982:95)
The first stage fails to highlight the various roles the consumer may be adopting, 
such as those reported by Solomon et al. (2006). Sirakaya and Woodside (2005) 
further criticise the model for the omission of variables such as perception, memory 
and personality, as well as for its lack of parsimony and low exploratory and 
predictive power.
2.6.5 Vacation destinations (Van Raaij and Francken, 1984)
Van Raaij and Francken (1984) argue that life-style, equity and attribution are 
variables that may serve well in understanding vacation behaviour. The difference to 
other approaches is the focus they place on joint decision making. They also argue 
that decision making is a sequential process. The variables of the model remain 
unclear making it hard to operationalise. However, their model does recognise the 
effect of consumer personality on the process, which adds to the evidence that more
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and more researchers either suspect or are convinced of the effects of personality (or 
self image in some cases) on the process of consumer behaviour.
2.6.6 Consumer Behaviour in Tourism (Moutinho, 1986)
In this short review of consumer behaviour, Moutinho (1986) attempts to deliver an 
understanding of consumer behaviour starting from an analysis of tourism through 
the internal - external models to attempting to understand intention by utilising some 
of Aijzen’s earlier work. The review lacks any supporting empirical data and 
weaknesses of the approach became apparent when the study attempted to explain 
the possible consequences of tourist behaviour after the evaluation of satisfaction. 
For example, he suggests that a satisfied tourist may either discontinue or continue 
purchase behaviour (Moutinho, 1986:34) whilst a partially satisfied one may 
discontinue, continue purchase with reservations or change behaviour. However, it 
is the lack of satisfaction as a predictor of consumer behaviour that has led 
researchers to develop models alternative to the grand ones and, considering the 
alternative products or limitation in one’s optimal choices, a satisfied customer for 
example may still change their purchase behaviour. He concludes with a model of 
tourist behaviour derived from his PhD -  a rather complex model that at best would 
be difficult to operationalise. He cites personality at part 1 of his model, the pre­
decision and decision processes, but he gives no indication if any of the variables of 
this stage were tested and it appears that most of the variables are simply based on 
assumptions from previous readings.
2.6.7 Gilbert’s consumer decision framework
Gilbert (1991:101) argues that the existing models had all been tested for tangible 
products but very little research had been conducted attempting to test those models 
on services. He proposes a framework that highlights the influences both from social 
characteristics such as family or culture, as well as individual characteristics such as 
personality. This framework strengthens the view that personality is suspected as an
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antecedent by many models but is not researched in depth in order to confirm if it is a 
measurable variable or how it may affect the decision making process.
Figure 2.22 Gilbert’s Consumer decision framework
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Source: Gilbert (1991:79)
2.6.8 Integrated Model of Self & Functional Congruity in Predicting 
Travel Behaviour
Sirgy et al. (1991) argue that consumer behaviour is more easily predicted by 
measuring functional congruity rather than self congruity but suggest that self 
congruity influences functional congruity. Sirgy et al. (1997) developed a model that 
they suggest explains and predicts travel behaviour (Figure 2.23).
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Figure 2.23 Model of travel behaviour and self & functional congruity
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The model is a small departure from the grand models that attempted to understand 
consumer behaviour mainly from a functional perspective and served as evidence 
that researchers are focusing more and more on trying to understand the human 
nature of the consumer. The major criticisms of congruity theory are those of 
methodological issues, i.e. the unsubstantiated notion that consumers may only 
purchase products or services that match their self-concept, and that the effect of 
actual and ideal congruity on purchasing behaviour has not been well developed 
(Earl and Kemp, 2002).
2.6.9 Application of TPB to Leisure Choice
Ajzen and Driver (1992) conducted the first study that attempts to evaluate the TPB 
in the context of leisure. They report good results that support the utility of the TPB 
in the context of leisure for all three determinants: attitude towards behaviour, 
subjective norm and perceived behavioural control. They provide a theoretically 
sound explanation, even though the study does not show an in-depth understanding
Destination
Environment
Tourist Seif^  
Concept
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of the leisure industry. Their study focuses on proving the TPB within leisure rather 
than the other way around and the validity of self-reported leisure activities is 
questioned by Sirakaya and Woodside (2004). Post 90s studies that utilise the TPB 
in the field of tourism and hospitality include the study of relationships of restaurant 
management in supporting employees’ training (Roberts, 2008) and O’Fallon, Gursoy 
and Swanger’s (2007) study of intentions of genetically modified goods. Both studies 
show evidence that the TPB can be applied to the field of hospitality, with both 
studies showing a strong reliability of determinants, with intention as the strongest. 
Their findings support this thesis author’s assumption that the TPB can be effectively 
applied to attempt the inclusion of the personality variable in order to better 
understand intentions.
2.6.10 Middleton’s Tourist Stimulus-Response model
Middleton (1994) adapted the stimulus-response model to fit the decision process of 
tourists. Apart from the fact that he considers tourism by its nature to be a 
combination of products and services, there are some distinct adaptations to the 
Keegan et al. (1992) model. Middleton has separated the communication channels 
in the stimulus part of the model, highlighting the fact that often tourism products are 
intangible and the promise of the brand through advertising is the marketer’s attempt 
to create some feeling of tangible elements so that the consumer trusts the product. 
He also attempts to clarify the “black box” area by separating motivation and 
communication filters such as learning, perception and experiences. He does list 
psychographic characteristics within the motivation stage but does not provide any 
evidence or in-depth analysis of this variable (or collection of variables). Finally, he 
adds the post purchase stage and highlights the effect of emotions on the consumer 
behaviour process.
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Figure 2.24 Middleton’s stimulus-response of tourism behaviour
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2.6.11 Tourist choice processes
Woodside and Lysonski (1989) supported the argument that tourist behaviour can be 
studied in stages and their model considers previous experience and how that 
influences future choices. It is familiarity of the destination that they claim influences 
their preference amongst other influencers such as marketing and individual 
characteristics. They created a model that combines research findings from the 
fields of marketing psychology and tourism in order to come up with a general model 
of tourist destination choice.
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Figure 2.25 Woodside and Lysonski model of tourist destination choice
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Five years later Woodside and MacDonald (1994) built on the idea of familiarity and 
suggest two polarised types of behaviour: in one familiarity constitutes loyalty and in 
the other an individual’s previous visitation suggests the notion of “been there done 
that" Such polarised behaviour from the same experience would require a further 
study on individual characteristics and indeed personality may account for how 
different individuals perceive previous experience differently. They conclude that 
decisions may not always be rational and that interactions by other travel 
companions have an effect on behaviour. Decrop (1999b) suggests that Woodside 
and MacDonald fill, to some extent, the gap that previous research illustrated. That 
gap was the failure to cover the cognitive and affective judgements, intentions and 
practices of tourists. However, a balance of both the areas that Decrop suggested 
and the psycho-behavioural aspects is not obvious. Both the Woodside and
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Lysonski (1989) and Woodside and MacDonald (1994) papers miss the possible 
effects of personality on the behaviour process of the consumer.
2.6.12 Consumer Behaviour in Tourism (Swarbrooke and Horner, 2007)
Swarbrooke and Horner (2007) argue that most consumer behaviour models in 
tourism are simplistic and they suggest that the characteristics of tourism as a 
product make it so complex that it would require more sophisticated models in order 
to try to understand it.
Figure 2.26 Characteristics of tourism
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They suggest that the complexity of tourism is further enhanced by the different 
motivators which they list as cultural, status, physical, emotional, personal and 
personal development, types of motivators.
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Figure 2.27 Factors influencing holiday decision
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Figure 2.27 shows the different types of factors that influence decisions according to 
the authors and it is the first time there is any mention of personality as a factor. 
Although the authors do not offer their own version of a model that can be effectively 
utilised for empirical research in the field of tourism, they do provide a useful review 
of models and processes that are often used and provide an interesting critique of 
them.
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2.6.13 Solomon’s European perspective on CB
Solomon et al. (2006) highlight the fact that early models referred to the field as 
‘buyer behaviour’, emphasising the transactional part of the whole process. They 
highlight the fact that if market is the stage then the consumer may take the part of 
many actors and the buyer may not be the product user or in fact the person that 
influenced the purchase in the first place. Looking at the purchasing process at three 
distinct stages (pre, during and post purchasing) they highlight a number of issues 
that may arise (Figure 2.28). Solomon et al. (2006) describe the exchange between 
the consumer and the product or service provider as an ‘integral part’ of the 
consumer behaviour (CB) process. They also suggest that firms can influence the 
process by designing marketing messages that target the specific needs and wants 
of the consumer under a given circumstance. Although the authors do not follow a 
particular model in their textbook, their take on the issues in the consumption process 
and the criticism of early behaviour models that focus only on the buying part of the 
process and mainly have products in mind, allows for a refreshing eye on the 
plethora of CB theories and provides a little light at the end of a long tunnel for this 
researcher in coming closer to a decision about what model may be the most 
appropriate to use for this thesis research question.
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Figure 2.28 Issues in the consumption process
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Source: Solomon et al. (2006:7)
The issues are very generic and do not probe further into the realm of individual 
differences in any detail but the three tier distinction and the differentiation of issues 
between consumers and marketers helped focus the researcher’s thoughts and in 
particular the consumer’s purchase stage issues crystallised the area on which the 
researcher should focus. After all what may be stressful or pleasant for one 
consumer, may be challenging or unpleasant for another and how personality may 
affect this may be easier to measure at this particular stage.
2.7 OcTismner Pchrvr-ur
As online purchasing is picking up pace and more of the products and services that 
were purchased in the traditional context find their place on the Internet, developing 
models and understanding CB in an online context is becoming increasingly a
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necessity for an area that is still relatively under-researched. Some authors have 
attempted to explore online CB and suggest models of information processing that 
would offer advantages to online marketers (Stibel, 2005). Although it is important to 
remember that offline qualities of a product or service may affect the perception of 
the online services or products offered (Kwon and Lennon, 2008), in the context of 
tourism and hospitality at the pre-purchase stage of the decision process for a first­
time customer, the offline qualities may not be as important unless the customer is 
influenced by online reviews of previous customers (an increasingly important online 
element for the consumer see Figure 2.30).
By ‘online consumer behaviour’, the study refers to all relevant CB that takes place 
on the Internet. Internet activity, on this occasion, refers to all activity related to 
content on the World Wide Web, Email transactions, and file transfer protocol (FTP) 
activity. Online CB can occur every time a consumer connects on the Internet, 
utilising the plethora of tools whilst connected to this vast network.
Sheth and Sisodia (1997:37) correctly evaluated the evolution of the information age 
more than a decade ago by saying “a marketing revolution is only just beginning, we 
are now climbing onto a technological treadmill. Companies that are not already on 
board may not be able to make up for lost ground. New entrants will base their 
business model on the starkly different models of the information age. Consequently 
these new entrants will create numerous stranded assets amongst traditional 
marketers". Fast forward almost one decade later and Mishra and Olshavsky (2005) 
suggest that the use of the Internet has brought such change to the process of 
consumer decision making that it can be argued that today’s consumers are far more 
rational than those of the past. For example the latest advancements in search 
engine technology enable the consumer to make their optimal choice without the 
need to consider all of the alternatives. They argue that Simon (1955) based his 
theory on bounded rationality on three assumptions that are now defunct: the limited 
knowledge of individuals; the cost of collecting and storing information; and the
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requirement of a trial and error search process. All of these have been addressed by 
the power of the Internet. Data are easily stored and retrieved at no cost or very little 
cost to the individual and the plethora of customer generated content and reviews, 
removes by a large part the need for trial and error. Mishra and Olshavsky (2005) 
suggest that the developments in technology will enable the consumer to become a 
much more rational consumer than ever before. For example past research has 
shown that consumers tend to only visit the first few “hits” of a search results page, 
making the consumer less rational since s/he has not investigated all the alternatives 
(Hoque and Lohse, 1999). However, as search engine technology becomes better at 
bringing only the most relevant results, the consumer now can make a choice from 
the best alternatives and thus s/he is brought one step closer to an optimal decision. 
Wu (2003) utilised an early Fishbein model of beliefs and attitudes to explore 
attitudes of online shoppers. His research suggests that the model could measure 
consumer attitudes in this context and although the author mentions personality as 
one of the characteristics, there is no effort made to measure it as such.
2.7.1 Pre purchase and Online Information Systems
Perhaps one of the biggest influences of this rapidly ever-evolving online technology 
is on the stage, or pre purchase and information search -  in particular, the external 
information stage as seen in the model by Crotts (1999).
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Figure 2.29 Crotts’ Model of Pre-purchase Information Systems
%
Source: Crotts (1999:153)
Crotts (1999:153) recognises the importance of the World Wide Web and describes it 
as a “source of vicarious pleasure”. This was ten years ago when websites could still 
be considered in their infancy. Today, with the amazing advancements we have 
seen in web design and customer participation in the form of consumer generated 
content, the World Wide Web has upped its game considerably, taking the lead in 
external information searching when considering international travel. In a research by 
Nielsen/NetRatings that was conducted with a sample of 800 consumers of tourist 
products, it was revealed that consumers trust websites with reviews from other 
travellers far more than websites maintained by traditional tourist service providers 
such as travel agents or airlines (Teasdale, 2007).
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Figure 2.30 Type of site that gives the most reliable information of all
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In this particular research, 168 of the 800 survey participants believed websites that 
feature reviews by other travellers are more reliable against the 96 who suggested 
travel agent sites are the most reliable. This represents a 9% lead of the sites with 
consumer generated content over websites that are maintained by the traditional 
‘gate keepers’ of tourism products. This study is a confirmation of the fact that the 
attitudes of online consumers of tourism products are rapidly changing.
2.7.2 Online CB in e-hospitality
The majority of online CB in hospitality is investigated in more detail in the fourth 
chapter, as the technology acceptance model is often utilised in such studies (e.g. 
Kim, Lee and Law, 2008; Huh, Kim and Law, 2009). However, this section attempts 
to review some of the more recent work to exhibit the evolution of CB research in the 
context of hospitality and the Internet, thus completing the cycle and illustrating the 
researcher’s thought processes in deciding to pursue the research in the context of 
online CB. Essawy (2006), in his attempt to conceptualise online relational
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dimensions, separates the usability dimensions into three distinct phases: interface 
quality, quality of information and the quality of service delivered to the customer. He 
suggests that if these three contribute to a positive experience, then the attitude 
towards the site will also be positive and will yield a positive purchase intention as 
well as the possibility for revisiting.
Figure 2.31 Online relational usability dimensions 
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Purchase intention does not necessarily yield actual online purchasing. Indeed, in 
Essawy’s study, it is evident that consumers may utilise online data and then utilise 
traditional methods of completing the purchase such as calling the company direct. 
The study shows good evidence that if the core product information and usability of 
the website is not of adequate quality the consumer will be frustrated and will seek 
alternatives. Sigala (2004) argued that the online consumer is concerned with 
technical issues such as privacy and security, and that the areas of hospitality and 
tourism online behaviour are under-researched. Sigala and Sakellaridis (2004) 
explore how culture may affect online behaviour and this is one of the few studies 
that explore individual differences and online behaviour within the context of tourism
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and hospitality. Although the findings of that particular paper are not as clear as the 
researcher would have liked, it does provide some insight into how individual 
differences may affect the online purchasing process. For example the authors 
identify that power distance, masculinity and long-term orientation cultural 
dimensions, show some evidence that affect perceptions of some of the qualities of a 
website. O’Connor and Murphy (2004) in their review of online consumer decision 
making, relevant to hospitality, provide no more than a handful of studies -  five to be 
exact -  and none of them focuses on personality in their investigation. However, in 
more recent years some attempts have been made to investigate attitudes but not 
necessarily in the context of online behaviour. For example Sparksa and Pan (2008) 
utilised the TPB to discover attitudes of outbound tourists and report that one third of 
their study participants identified chat rooms as a source of destination information. 
Bai, Law and Wen (2008) investigate website quality for hotel websites and show 
evidence that quality does affect satisfaction and that in turn affects the intention to 
purchase.
An important question with research, such as the one conducted by Essawy (2006) 
or Sigala’s (2004) concerns on security and privacy, would be ‘How do individual 
differences affect the point that the consumer decides to drop out of the badly 
designed website?’ Would for example one consumer personality type be more likely 
to continue with a transaction than another? Or does it really make no difference at 
all? Do all consumers perceive interface, information and service quality in the same 
way or are there distinct differences because of experience, culture or personality? 
One study that attempts to answer such questions is by Ranaweera, Bansal and 
McDougall (2008). They argue that personality characteristics are found to have 
significant moderating effects on online purchase intentions and they further suggest 
that personality traits may offer unique opportunities to marketers in terms of 
ensuring online loyalty.
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These types of questions related to online CB guided the researcher to the next 
stage which was to review and analyse theories of personality and personality testing 
in order to determine a tool that potentially could provide some answers in the quest 
to answer the research question of this thesis.
Although a number of criticisms have already been mentioned, when it was 
appropriate in the sections within which each model was reviewed, there are certain 
other criticisms for the various models. This rings true for both the grand models as 
well as the adaptations utilised in the field of tourism and hospitality that are to be 
summarised here. According to Du Plessis, Rousseau and Blem (1991) the primary 
difference with the various models is due to the emphasis each researcher places on 
different variables. And indeed, in this chapter through the review of the relevant 
literature, we see the same variables repeated and the emergence of personality as 
an increasingly suspect variable through the chronological approach of the models 
examined in the chapter. With the introduction of postmodernism in the 1980s, the 
rational approach to CB was heavily criticised. Bozinoff (1982) argues that 
consumers often engage in non-conscious behaviour during the buying process, 
therefore utilising models that have been designed after considering conscious 
processes are not appropriate.
As Solomon et al. (2006) suggest, the consumer of today alters their behaviour 
depending on familiarity with the process or product, the context of the purchase and 
the situation. Therefore a simplistic model may not be able to capture the whole 
process. The assumption that the consumer decision process is sequential and that 
all stages are pursued has also been criticised (Martin and Kiecker 1990). The 
consumer today is influenced by other people, their culture and the culture of others,
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timing, context and type of product, therefore no single model could capture all the 
decision processes. However, some models are better than others in capturing 
specific parts of the process. The traditional models include so many variables that 
their complexity is reflective of the difficulty of operationalising them into empirical 
research.
More specifically to tourism, Swarbrooke and Horner (2007) are quite critical of the 
models utilised in the field and argue that the models which are often developed in 
tourism are so simplistic that they fail to provide an understanding of the complexity 
of tourism. More specifically, they argue that the two main common weaknesses are 
the limited value they offer in understanding tourism complexity and the difficulty for 
tourism marketers to make any practical use of them. They continue their argument 
with the suggestion that there is little empirical research with little evidence that these 
models represent the reality of how decisions are made. The models are rather old 
and fall behind the recent developments in tourism, especially the effect that the 
Internet, budget airlines, last minute purchasing, direct marketing and all-inclusive 
packages have on the decision making process. Finally, the current models fail to 
capture the cultural elements in emerging markets such as South East Asia and 
Eastern Europe.
Further criticisms are: the outlook of tourism as a homogeneous group; the lack of 
recognition by many models of the effect of determinants and motivators; the 
assumption that a high degree of rationality is part of the process; and the 
assumption that the process of decision making remains constant regardless of the 
type or nature of the holiday. Compared to the true complexity of the consumer 
decision process, even the most complex model is still an oversimplification of how 
the human mind works. As researchers, do we give up searching for the truth (or the 
relative truth in the minds of postmodernists) or do we identify the best model to
Page| 89
Locus and TAM of Hostel Consumers loannis S Pantelidis
utilise for the specific needs of our research? If the human DMA has been mapped, 
perhaps advances in neurology will be able to provide better answers to 
understanding the consumer process but until that day comes researchers will have 
to make do with the current body of knowledge and make informed decisions when 
planning their research strategy.
The study takes a chronological approach of consumer behaviour models to show 
how personality has been treated as part of the CB models over the years thus 
establishing that early models did not mention or barely mentioned personality as a 
key variable. The purpose of that chapter was twofold one to strengthen the 
assertion that there is a gap in literature where personality in CB is concerned and 
secondly to identify the early roots of TAM from TRA and support the study’s 
suggestion that TRA and TPB and thus TAM where the best choice of a CB 
model/process in testing how personality may affect such process.
Table 2.3 Synthesising Theories of Consumer Behaviour Theories
Theories with no 
personality constructs
Theories with some 
evidence personality 
constructs
Theories with evidence 
of personality 
constructs
Andersen 1965, 
Nicosia 1976, 
Howard and Sheth 
1969, Bettman 1979, 
Kotler 1972
Engel et al 1995, Foxal 
et al 1998, Sheth et al
1991, Keegan et al
1992,
Hawkins et al 1998, 
Babin an Harris 2008, 
Hudson 1999, Ajzen 
1991
The above table summarises a snapshot of the progress of consumer behaviour in 
terms of recognising personality constructs. From the early sixties till the early 
nineties personality variables are not considered at all as part of the consumer 
behaviour process. The turning point is in the early 90s where cautiously consumer 
behaviour theorists allow personality constructs to be utilised in their models, whilst
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by the late nineties the work of Aijen appears to have influenced other consumer 
behaviour theorists.
From the early Grand Models to models in the 80s and 90s, the chapter reviews 
literature in CB from marketing, psychological and economic perspectives. A critical 
overview of the most relevant models and theories of CB in tourism is developed in 
the fifth section of the chapter, followed by an overview of online CB, and the final 
section identifies some major criticisms that appear in various models from the early 
Grand ones to the latest ones in tourism. This serves the purpose of clarifying for the 
reader why the TPB and TAM remained as the only safe choice for the particular 
research question of this thesis, in the mind of the researcher. The TAM is further 
reviewed in chapter four, as it is imperative that the overview of personality in the 
next chapter (chapter three) will defend the choice of locus of control and a natural 
review of the TAM, and subsequently the TAM and personality can be pursued in 
chapter four.
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In the previous chapter it became apparent that a number of CB theorists have 
included personality as one of the variables within their models (e.g. Andersen 1965; 
Fishbein and Ajzen; 1975; Engel et al., 1995; Babin and Harris, 2008). The difficulty, 
however, has been that personality research has mainly been focusing on 
personality from a clinical research perspective and as such, personality evaluations 
or tests do not naturally lend themselves for utilisation in constructs within consumer 
behaviour research. However, the state of personality research is best summarised 
by Prof. G. Foxall’s quote in Albanese’s (2002) editorial reviews section “The 
conventional wisdom among consumer behaviourists is that personality research is 
dead". Albanese’s work is one of the very few post-2000 in-depth research works 
that attempts to bridge the gap which exists in personality theory and CB. This 
chapter attempts to capture a short overview of personality research whilst focusing 
on the key paradigms that have found application in CB research.
Decrop (1999b p105) defines personality as “the reflection of a person’s enduring 
and unique characteristics that urge him or her to respond in persistent ways to 
recurring environmental stimuli. Personality is the result of a person’s history and 
goes far beyond socio-demographics." Personality has been suspected as an 
antecedent of CB for many years as it appears in a number of theoretical models in 
one form or another. The following table illustrates the five key philosophical points 
in the personality literature and the philosophical thesis - antithesis characterised in 
literature.
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Table 3.4 Personality schools of thought; philosophical points of debate
Philosophical Point Source:
1 Problem of free will Freedom Determinism Sappington, 1990
2 Nature - Nurture Heredity Environment Loehlin and 
Nichols, 1976; 
Schonemann, 
1997
3 Human nature Unique Universal Tooby and 
Cosmides, 1990
4 Human attitude Proactive Reactive Walters, 2005 
(mainly 
criminology 
citations)
5 Futurism Optimistic Pessimistic Peterson 2000
In attempting to gain an understanding of personality theory, the researcher tried to 
distil his understanding and views on each of the philosophical points so that the 
choice of a personality measurement tool was informed by a personal understanding 
and interpretation of the existing philosophy. The study looks at each philosophical 
point of debate with a less polarised view and although “one size does not fit all” the 
following approaches to each point are adopted for the benefit of this research. For 
CB the stance in each of the philosophical points is extremely important as it 
determines not only the methodology utilised and the particular tools but it also 
determines the interpretation of the findings.
Considering the problem of free will and the arguments for and against freedom or 
determinism, one cannot help but consider that the arguments for absolute freedom 
are both indefensible (since even if we were under the influence of others or 
substances we would still hold the view that our actions were freely chosen) and 
erroneous for a thesis that attempts to understand if CB can be quantified through 
the understanding of personality. On the other hand, absolute determinism would 
suggest that choice is futile since there would be no freedom as everything in the
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universe would be predetermined. Examining the core arguments against
determinism would not be appropriate for this thesis. However, Popper’s (1982) 
philosophical view of a universe that may impose restrictions on human choice but 
allows room for freedom and creativity, would support the relevant research on CB 
and personality. One could argue that through determinism CB research could be 
rendered pointless whilst through the philosophical prism of indeterminism, 
personality and CB research remain both meaningful and useful.
Considering the philosophical point of nature versus nurture, Loehlin and Nichols’ 
(1976) findings, from their research with 850 sets of twins, showed the unexpected 
result that very little of the environmental variable was due to having a common 
family environment. Jang, Livesley and Vernon (1996) investigated heritability and 
the Big Five of personality dimensions and found some genetic influence as well as 
confirming the environmental influence. The balance between findings that support 
heredity or environment, or the lack of strong findings that mainly exclude one from 
the other, suggests an “environmental heredity” and influence, both genetic as well 
as environmental to the personality variables and, as such, the notion that 
personality is also influenced by the environment would suggest that over time 
personality testing results of individuals would not be accurate.
A key philosophical point is that of the uniqueness of personality or the evidence of 
generally universal facets of personality. If indeed personalities are so unique that 
they cannot be summarised in order to understand the process of CB then 
methodologically a quantitative approach would not be the best of ideas. However, 
there are cases in personality testing such as the Big Five (Judge et al., 1999) where 
the suggestion of commonality of traits gives a sense of universality to personality 
dimensions. Paul Ekman’s work on the universality of emotions (Matsumoto, 2004)
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also seems to suggest that there are facets of personality that can be universally 
translated without that meaning that individuals lose their uniqueness.
The philosophical point of the human attitude, in terms of being reactive or proactive 
in nature, has a fundamental influence in CB especially since the advancement of 
marketing research and the evidence that individuals can largely be influenced. 
Indeed, it can be argued that Rotter (1966) attempts to explore through the locus of 
control theory, both this philosophical point as well as, to a certain extent, that of 
futurism.
The following sections of this chapter focus on an overview of personality theories 
with a particular focus on the theory of Locus of Control (LOG) and its utilisation in 
CB literature. Examining how personality theory and CB are interlinked as well as 
the extent to which hospitality and tourism research has utilised personality theories 
to understand the CB process within the context of the hospitality industry 
specifically, is also examined. The structure of the rest of the chapter attempts to 
take the reader through the thought processes of the researcher as he was 
developing his understanding of personality research within the context of CB. With 
a limited background in psychology, this was one of the hardest steps in the 
development of this thesis as the plethora of literature and personality tests made it 
very tempting to choose more than one but at the same time made it extremely 
difficult to decide which personality test would be the most appropriate (and 
hopefully the one with the best measurable results) for the needs of this research.
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Personality research has been criticised over its range of theories that do not seem 
to share a unified view, the method of panel-diary that does not allow the researcher 
any control (Horton, 1979) or the view that personality traits do not influence 
consumer behaviour (Engel et al., 1973).
There is a plethora of personality schools of thought and research, and the difficulty 
is to be able to sift through all the literature in order to decide the particular school of 
thought that would allow the best approach to attempt this research. Even though 
the quantity of literature is enormous, a pattern emerges and the different groups of 
thought can be clustered into groups that allow a better understanding of the 
theorists’ background and their views on some of the philosophical points.. The four 
clusters are: a) Biological theories, b) Psychodynamic or Psychoanalytical theories, 
c) Humanist theories, and d) Behavioural Theories and Social Psychology. An 
important point that directly affects current and future research in CB is that in the 
past twenty or so years Social Psychology is developing its own unique path that 
distinguishes it from early theses on the behavioural approach. An example of this is 
the distinct difference between approaching personality through the examination of 
traits or the alternative approach of examining personal attribution of causes to 
behaviour (Berkman and Gilson, 1978; Judge et al., 1999; Lefcourt, 1982; Lefcourt 
and Davidson, 1991).
From all the personality theories and schools of thought that appear in the literature, 
the major schools of thought that, appear to influence studies of personality in CB 
are: the psychoanalytical theory, the social psychological theory, the trait theory and 
the theory of attribution (Engel et al., 1969; Bussed and Kerton, 1997). The following
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sections in the chapter examine each of these four schools of thought, with particular 
emphasis in the behaviourist and social psychology schools of thought. In doing so, 
the study attempts to lead the reader towards the reasoning behind the critical 
decision of choosing the Locus of Control as the measurement instrument for 
personality.
The work of Eysenck and Eysenck (1985) spearheads some of the work that can be 
grouped as biological theories of personality. Such approaches assume the view 
that genetics are largely responsible for the variations in personality, for example 
they argue that there is a connection between the degree of cortical arousal and 
introversion and extroversion. Such research that attempts to understand hereditary 
disposition appears to be easily identifiable, as the research methodology often 
focuses on the study of twins as seen, for example, in the work of Loehlin and 
Nichols (1976). The main assumptions of this school of thought, are that personality 
characteristics can be genetically explained, evolution explains behaviour, and 
biology determines behaviour. It is the polar opposite of behavioural theorists in the 
nature-nurture argument. Specifically in the field of CB in tourism or hospitality, there 
has not been any significant research that utilises a biological theory approach and 
as such this particular path to personality theory was not explored in too much detail 
by the study.
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Sigmund Freud is the originator of the psychoanalytical theory that suggests 
personality is derived from the interaction of three forces: id, ego and superego 
(Kassarjian and Robertson, 1991; Engel et al., 1995); id is about meeting the 
hedonistic and biological needs of the individual. This theory might help with the 
understanding of the motives and reasons behind a consumer’s actions but it has 
found no real application in the area of online purchasing. Engel et al. (1995) 
highlight that the psychoanalytic theory was the conceptual basis of not only the 
motivation research movement but also for lifestyle studies. Similarly to biological 
theories, Freudian theories tend to have more of a clinical application in research 
rather than being utilised in CB in business studies. There has been some research 
in retail that tries to see product consumption as an extension of the personality of 
the consumer (Schiffman and Kanuk, 2007) but the evidence of the useful application 
of this school of thought appears to be more anecdotal than systematic. The study 
could not identify any major research that would show promise in being utilised in the 
analysis of online CB. Even more difficult was the identification of research that 
focused on how personality may affect the technology acceptance model variables.
J ' : .-c
Humanist theories were the answer to the previous two schools of thought by 
researchers who sought to utilise phenomenology in order to better understand 
human personality from a holistic point of view (Rowan, 2001). Free will and 
personal growth are some of the examples that such theories focused upon. 
Humanist theories are often used in business studies to explain motivation, for 
example Maslow’s (1943) hierarchy of needs is often utilised in business
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management textbooks and although it may be considered an outdated theory by 
some researchers, it does provide a basis for understanding human motivation.
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The roots of behavioural theory can be traced back to Descartes (Bechtel, 1988). His 
idea of external stimuli to which the person reacts has contributed much to the 
thinking of behaviourism. In the literature, however, the development of the theory is 
often attributed to Pavlov with his idea of classical conditioning (Rescorla, 1988) and 
Skinner’s (1931) positive and negative reinforcement. Skinner was influenced by the 
work of Pavlov as well as Thorndike’s (1913) learning theories, and the work of 
Watson (1913) who was the first to use the term ‘behaviourism’. The main criticisms 
against behaviourism as a personality theory are the failure to understand the inner 
workings of the human being (for example what happens when a person is thinking), 
and the failure to understand language development and emotions.
3.6.1 Trait theory
From the psychoanalytical, social psychology and trait theories, only the latter has 
found some applications in CB which are more widely accepted (Junglas and 
Spitzmuller, 2005).
Trait theory suggests that traits are the factors that construct personality and by 
which behaviour is influenced. Although Berkman and Gilson (1978) advocate that 
there is no consensus to a set of traits for all individuals, from the adoption of the Big 
Five model of personality a set of common traits is emerging (Judge et al., 1999). 
The Big Five consists of five factors referred to as: a) Extraversion or Dominance 
and Submissiveness, b) Agreeableness, c) Conscientiousness, d) Emotional stability, 
and e) Culture. The most prominent factor is the dimension of Dominance and 
Submissiveness (Williams et al., 1995). Engel et al. (1995) see this theory as a 
quantitative approach. They suggest that traits can also be seen as individual 
difference variables. According to them, it is trait factor theory that has been the 
major basis of marketing personality research. Trait factor theory has been used with
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some success to predict attributes of product choice and choice of particular brands. 
According to Engel et al. (1995) the major objective of personality research in 
marketing has been the prediction of CB, with studies mainly falling into two 
categories: susceptibility to social influence, or choice of product/brand. Perhaps it 
is because of this need to predict that marketers did not achieve what they hoped 
they would. It could very well be that until a consumer specific personality theory is 
developed; personality theories may be best utilised in order to understand the 
consumer process better but not necessarily to predict it.
Although trait theory has seen some application in CB research, such as the work of 
Netemeyer, Burton and Lichtenstein, (1995) and Lin (2010) who are just two of the 
numerous examples of authors who attempt to utilise trait theory in order to explain 
or understand CB over the decades, it was decided during pre-testing that trait theory 
would not be utilised for this research as the evidence did not suggest a clear 
correlation between specific traits and the technology acceptance model variables.
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The interdependence of the individual and society is recognised in the Social 
Psychological Theory (Engel et al., 1995). The theory was developed by Homey 
(1942) who suggests that social factors must be considered as the key determinants 
of personality. He developed three individual orientations: compliant, detached and 
aggressive. The approach has seen limited applications in the field of CB such as 
the work of Cohen (1967).
3.7.1 Attribution theory
Attribution theory is concerned with how individuals interpret events and how this 
relates to their thinking and behaviour. Heider (1958) proposed a psychological 
theory of attribution, but mainly Weiner (e.g. Jones et al., 1972; Weiner, 1974, 1986)
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developed a theoretical framework that has become a major research paradigm of 
social psychology. According to attribution theory, people try to determine why 
people do what they do, i.e. attribute causes to behaviour. A person seeking to 
understand why another person did something may attribute one or more causes to 
that behaviour. A three-stage process underlies an attribution: (1) the person must 
perceive or observe the behaviour, (2) then the person must believe that the 
behaviour was intentionally performed, and (3) then the person must determine if 
they believe the other person was forced to perform the behaviour (in which case the 
cause is attributed to the situation) or not (in which case the cause is attributed to the 
other person).
Weiner (1974) focused his attribution theory on achievement. He identified ability, 
effort, task difficulty, and luck as the most important factors affecting attributions for 
achievement. He suggested three causal dimensions: locus of control, stability and 
controllability. The locus of control (LOG) dimension has two poles: internal versus 
external LOG. The stability dimension captures whether causes change over time or 
not. For instance, ability can be classified as a stable, internal cause, and effort 
classified as unstable and internal. Controllability contrasts causes one can control, 
such as skill/efficacy, from causes one cannot control, such as aptitude, mood, 
others’ actions, and luck.
During the literature review for the purposes of this research, it became evident that 
there was disarray in the personality theory specifically for the purposes of consumer 
behaviour research. More specifically in the area of technologies the only personality 
measurement that would show some relative promise was that of the extended 
Rotter (1966) LOG to the Busseri and Kerton, (1997) Consumer LOG.
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3.7.1.1 Locus of Control
From the attribution theory Heider (1958), the “Locus of Control” has found some 
success in CB research (Reinicke and Marakas, 2005).
In personality theory and research, the LOG (Rotter, 1966) has been one of the main 
constructs used since its introduction. According to LOG theory, people hold beliefs 
about their actions either internally or externally. Those with 'internal' LOG beliefs 
perceive themselves as being able to determine their own life outcomes. Those with 
'external' LOG believe that what happens in their lives is due to forces beyond 
themselves such as luck, fate, or other agents. Ajzen (2005) suggests that there is 
limited evidence of an LOG connection of the internals-externals scale in academic 
performance or social and political involvement. However, his focus on LOG is 
examined only in pre 80s research and the scale has been adapted and produced 
better results in personality research (Lefcourt and Davidson, 1991; Busseri and 
Kerton, 1997). Furthermore, there is conflicting evidence with researchers, even as 
far back as the 70s (Nowicki and Strickland, 1973) citing a number of studies 
showing a relationship between internal LOG and higher achievement in areas such 
as reading, mathematics and self-esteem.
It is also worth noting that Levenson (1974) proposed that treating LOG as a uni­
dimensional construct was part of the problem of inconsistency in the findings of 
researchers. He also pointed towards two types of externals: those who believe that 
powerful others are in control (for example God) in an ordered world, versus those 
who believe that the world is unordered and events are due to non-human forces (for 
example luck or fate).
Internal control beliefs have been found to be associated with more active attention 
to and assimilation of information pertinent to those outcomes, with purposive 
decision-making, confidence in the ability to succeed at valued tasks and more 
empowered at accessing information (Lefcourt, 1982; Lefcourt and Davidson 1991; 
Paim, Haron and Ahmad, 2008). In the pursuit of goals, internals have been found to
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make more discriminating use of resources and social support than do externals; 
other studies have shown that internals are more resistant to social influences while 
externals are more attentive and yielding to social cues (Lefcourt, 1982).
Internals have been found to be more interested than externals in a subset of 
consumer goods that offered small risk of personal dissatisfaction (Rudnick and Deni, 
1980). Internals were less likely to experience financial difficulties and to act 
impulsively, were more likely to plan ahead, to act according to a plan and to be well 
informed (Dessart and Kuylen, 1986), to be more regular savers and have fewer 
problems with personal debt (Livingstone and Lunt, 1992), and more likely to use 
consumer credit successfully (Tokunga, 1993).
Externals may be less likely to seek the help of knowledgeable others or to search 
out information about a product before buying it. Externally oriented people might 
also allow other sources (television ads or pushy salespeople) to influence their 
decisions. We can also surmise that beliefs about control of consumer experiences 
would be useful for predicting the amount of effort expended and awareness of 
methods that can minimise uncertainty in shopping. Shoppers found to be internal for 
consumer-related LOG beliefs should report higher degrees of product knowledge 
and shopping skills, and should be more likely to engage in budgeting, bargain- 
hunting etc., than their external counterparts who may consider such actions to be 
pointless.
Although LOG is often presented and perceived as a personality construct that is 
constant, some researchers suggest that LOG can be learned. For example, certain 
psychological and educational interventions have been found to shift participants 
towards internal LOG (Hans, 2000; Hattie et al., 1997). This could very well mean 
that as the use of the Internet as an information tool enters the curriculum of schools 
at a younger age, future generations of consumers could be shifting towards a more 
internal LOG. This could, for example, have implications for the way a hotel website
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is designed and the way it delivers information to potential customers of the future. 
Work on the Locus of Control is continuing even in recent years and although this 
personality construct receives its fair share of criticism it is still useful as a number of 
studies still utilise it. In an attempt to expand LOG Eberly et al. (2011) develop the 
argument that the dyadic approach of internals and externals does not offer the full 
picture and often the way people perceive themselves in relation to others is equally 
important. To that effect they offer the third category of relational attributions. In 
cases where customers are booking their hotel rooms online in company with others 
this third category may offer some value. Having said that when looking at the type 
of questions that Rotter (1966) utilises for the LOG tool one can see that the same 
clinical approach has been taken when developing the tool and the construct validity 
becomes hard to defend. Consumers booking hotel rooms are very unlikely to 
consider questions that have to do with powerful others and their destiny and as such 
attempting to utilise LOG in its original form may prove catastrophic for the 
requirements of this research. The answer may well be in the work of Busseri and 
Kerton (1997) and subsequent work of Busseri, Lefcourt and Kerton (1998) who 
attempt to devise a personality measurement tool that utilises the theory of Rotters 
original work but can be a tool that better understands and in some cases predicts 
consumer behaviour. Lefcourt, takes this work further (1981, 1982 and 1991) 
providing further evidence that the tool has validity in a variety of research contexts. 
Other researchers more recently adopt the tool to provide evidence of its empirical 
value in a variety of settings. Workman and Studak (2005) show that in fashion 
consumer groups, externals where less able to entertain themselves than other 
groups. Bradley and Sparks (2002) slightly adapt the tool to provide a construct that 
is valid in a variety of settings in the services sectors. The construct is not that 
different to Busseri’s work and shows evidence that the tool is utilised with relative 
success by researchers. Jha (2008) uses the tool in a research that measures the 
influence of LOG in employees of five star hotels, thus supporting this researchers
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argument that the construct can be utilised in the hospitality context even though this 
research focuses on employees rather than customers.
Foxall et al. (1998) report that some consumer researchers have investigated 
personality type variables with encouraging results. They give as an example 
Horney’s (1942) paradigm of compliant, aggressive or detached type and cite Cohen 
(1968) as a researcher that manages to match these types to specific brand choice. 
They also cite the work of Riesman, Glazer and Denney (1960) who separate 
individuals into transitional, inner or other directed individuals and state that 
Kassarjian (1965) in his research managed to match specific advertisements to 
specific personality types.
Foxall et al. (1998) cite the classic studies by Evans (1959) and Westfall (1962) 
whereby some preliminary evidence shows that trait theory can at least provide some 
evidence for product but not so much for brand. They state six main reasons for 
failure of early attempts to utilise personality testing in understanding or predicting 
consumer purchasing, in their view, as seen in the next table.
Table 3.5 Reasons for failure of personality tests in consumer studies
1 The psychological tests utilised were not specifically designed for marketing 
research. Their purpose was for clinical psychology.
2 Tests have inherently low predictive power.
3 Marketing researchers neglected to consider the conditions under which the 
tests were administered.
4 Indiscriminate use of the tests, i.e. no theoretical rationale constructed.
5 Low or unknown reliability of dependent variables.
6 Personality tests too general. Not designed for specific behaviour choices.
Source: Foxall et al. (1998)
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Rice (1993) cites Engel et al. suggesting that as personality is only one variable that 
affects the whole process it is not surprising that up to the 90s there was little 
success. Rice suggests that the main problems are the insignificance of personality 
in most consumer decisions, and problems with validity and reliability of personality 
measurement tests.
In designing the research to focus on pre-tested tools such as LOG and the TAM, the 
researcher hoped to avoid the six key reasons presented in Table 3.4.
Points one and six were addressed by utilising an adapted LOG specifically designed 
for consumers. Point three was carefully considered and the place of investigation 
was chosen so that the type of consumer matched the profile of a consumer that 
would be utilising the Internet to make his or her hotel bookings online. As such, the 
boutique hostel Palmers Lodge was identified not only because of its demographic 
(young travellers) who were likely to have Internet savvy but also for the fact that 80 
to 90% of Palmers Lodge reservations occur online. The study also suggests that 
points four and five were addressed through the extensive literature review of this 
study. Finally, for point two, it was never the intention that the study will be able to 
predict behaviour; this study was conducted in order to better understand if and how 
LOG may affect perceptions of usefulness and perceptions of ease of use, and 
perceptions of enjoyment.
Baumgartner (2002) argues that there is very little research in CB that focuses 
directly on personality issues. He suggests that understanding the individual person 
in his/her role as a consumer should be the focus of any CB research. He also 
argues that personality research in the CB context needs to be broadened. To this 
extent, the study did attempt to go beyond the understanding of some of the 
participants of this research. The research design did allow for some interviewing to
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take place in order to prompt further into the processes the consumers may have 
gone through. Although there were resource limitations, some findings would 
suggest that there is a bigger picture in CB studies and one that personality research 
may yet have to find its place.
Albanese’s (2002) work attempts to take a holistic approach on personality and CB 
by addressing a number of patterns of CB (such as intimacy, capacity, etc. amongst 
other things) and suggests an interrelation between each personality or behaviour 
dimension. Four ranges from normal to psychotic are utilised to show levels of 
personality development. For example, he looks at patterns of CB in the normal 
range as a dynamic consumption behaviour that can be modelled over time whilst in 
the primitive range he cites a “struggle with self contror (Albanese, 2002:xxii). This 
is a notable approach to personality in CB that helped the study to gain better 
understanding of personality research in the context of CB. It also did point to the 
limitations of this work when basing the research on the assumption that all 
participants may have been at a normal range of personality development. Based on 
the demographics of the participants interviewed, it was assumed that this was the 
case; however, demographics alone (and age more specifically) do not guarantee a 
specific range of personality development. That the participants have a relatively 
stable pattern of CB when booking hotel rooms was a necessary assumption in order 
to progress with the development of the research methodology for this thesis.
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In the CB chapter of this thesis, a number of theories that have been utilised in the 
field of Tourism and Hospitality were examined. Overall, one can argue that there 
has been a limited focus on personality characteristics or personality as a variable in 
CB models. More specifically, Decrop (1999b) cites the work of Flog (1972) as one 
of the first researchers to utilise the trait theory to investigate CB in tourism. His 
research suggested that allocentric customers prefer exotic undiscovered 
destinations and prefer to travel independently, whilst their opposites would prefer 
known destinations and to go on package tours. Decrop (1999b) also briefly reviews 
the use of the “self-concept” or self-image in tourist CB research. He suggests that 
self-image is important to marketing tourism destinations and it can help explain 
tourist behaviour. Looking briefly at the CB models and recapping, Andersen (1965) 
barely touches personality, although it appears within his model. The EKB model also 
refers to personality (Engel et al., 1986). Foxall et al. (1998) suggest more focus on 
the personality aspect with their input/output model but they provide no real empirical 
data. Finally, Babin and Harris, (2008) show a little more focus on personality in their 
model.
Overall, out of all the models and theories discussed in the CB chapter, a mere 15% 
make mention of personality and very few actually go much beyond that. In 
hospitality research, the very few works that look into personality focus on employee 
or managerial traits of personality (e.g. Salazar, Pfaffenberg and Salazar, 2006; 
Vredenburgh, Hendrick and Zackowitz, 2000; Ross 1997). There is very little 
research published in hospitality management journals that focuses on the 
personality aspect of CB. There are some interesting studies in the Journal of 
Hospitality and Tourism Research, such as the Gursoy, McCleary and Lepsito (2007) 
study on consumer personality and propensity to complain, and Reisinger and
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Mavondo’s (2004) attempt to model psychographic profiles of travellers. Considering 
the limited publications in personality and CB in known hospitality and tourism 
research journals, one has to look at more generic journals such as the Journal of 
Consumer Research. The Journal of Personality and the European Journal of 
Personality offer very little (if any) papers on CB and personality. Most of the work 
published appears to be of a clinical or pure psychology value. In order to have 
some success in identifying relevant research in the field of personality and tourism 
or hospitality, the study had to expand the search into academic journals that look at 
services and some limited success was achieved with the Journals of Service 
Research and Internet Marketing and Advertising. For example Bradley and Sparks’ 
(2006) attempt to develop yet a new scale for a service LOC has some interesting 
findings, but no one appears to have followed that research in order to independently 
test the scale.
The most successful attempt to have an organised look at CB in hospitality and 
tourism was with the CAB I series (Crouch et al., 2004; Mazanec et al 2001; 
Woodside et al., 2000); unfortunately the third volume appears to be the last one. 
The publishers were contacted in order to identify if a fourth volume was planned and 
he was assured in 2007 that a new volume was to be published; however, it has not 
materialised. In volume three of the series, three papers enable the reader to 
understand a little more about personality and CB in hospitality and tourism. One is 
a study in personality and vacation choice (McGuiggan, 2004 in Crouch et al., 2004), 
the second study looks at motivation (Naima et al., 2004 in Crouch et al., 2004) and 
the third at consumers’ emotions and their perception of a service product (Gountas 
and Gountas, 2004 in Crouch et al., 2004).
Overall, although there is evidence to suggest there is personality research 
undertaken in the fields of tourism and hospitality, one can argue that such research
P age |110
Locus and TAIVI of Hostel Consumers loannis S Pantelidis
is fragmented with authors publishing their work in various forums and often choosing 
more mainstream journals for their work. With the disarray in and magnitude of the 
numbers of personality schools of thought, it was never expected to find a clear 
answer as to an evident personality construct that most hospitality researchers would 
use. Having said that, there is sufficient evidence to suggest that when researchers 
engage in personality and CB in tourism and hospitality, trait theory and the LOC 
constructs were utilised by a fair percentage of researchers. This was one of the 
factors that influenced the study’s approach in finally deciding to utilise the Consumer 
Locus of Control (CLOC) tool.
3.9.1 LOC and Internet related studies
Another deciding factor that influenced the study’s design on which personality 
construct to utilise, was the available research in personality and Internet related 
studies. Amichai-Hamburger (2001) argues that as the Internet is becoming an 
inseparable part of a consumer’s daily routine, web designers should be focusing 
their attention on personality typology in order to better satisfy consumer needs.
When considering the use of technology, Oyedele and Simpson (2007) suggest that 
irrespective of LOC, highly technophobic consumers may be less likely to utilise self- 
service technology. This could very well have implications to Internet usage which is 
a form of self-service technology in itself. However, as explained earlier, the Internet 
(in developed countries at least) has entered the lives of consumers from a very 
young age as it forms part of the national curriculum and as such future generations 
are likely to consider utilising Internet technology as easily as current generations are 
utilising telecommunications technologies. Furthermore, Hoffman et al. (2003) 
suggest that an internal LOC is positively related to acquiring information. They 
further suggest that internals who use the Internet may make better decisions and 
feel more empowered in general, and in the consumer domain in particular, than
P age |111
Locus and TAM of Hostel Consumers loannis S Pantelidis
internals who do not use the Internet. Walsh (2010) suggests that for consumers 
utilising the Internet, those with a higher internal LOC are more likely to utilise tactics 
of advert avoidance than those who are externals. Chang and Ho’s (2009) research 
on a web-based learning environment suggests that students with a higher internal 
LOC performed better on the web-based test and self-efficacy measure than those 
with an external locus.
3.% I   ^ 0"' : X : 1%.
The chapter presents an overview of personality theories and schools of thought. In 
this chapter the study attempts to achieve two goals. The first is to establish that the 
disarray of personality literature may be held responsible for the relatively small 
progress in understanding the effects of personality in CB. The more personality 
scales, the more such relevant research will be fragmented and thus produce far 
fewer results. Secondly, the study attempts to assert that the LOC construct has 
shown, over the years, evidence of success when researching personality 
characteristics in both the fields of tourism and hospitality and when researching 
Internet use. As such, the study suggests that the LOC and more specifically the 
CLOC construct would be a good choice of a personality scale for the purposes of 
this research. With over four decades since Rotters LOC work and more than a 
decade since Busseris CLOC research the CLOC and LOC constructs have shown a 
consistency in understanding how personality variables can affect individuals and 
even be utilised as a predicting tool.
Page 1112
Locus and TAM of Hostel Consumers loannis S Pantelidis
4 /
The technology acceptance model has been utilised extensively in a number of 
studies. This chapter begins with the earlier theories from which the Technology 
Acceptance Model (TAM) evolved, and it also investigates the TAM variables as well 
as some of the studies that have utilised the model. Comparisons from the literature 
between the different models will be made in order both to better understand the 
variables and exhibit the value of the model in the literature. In this chapter the 
study also attempts to assert the reasoning as to why the particular model was 
chosen to be utilised in the thesis. The TAM has found extensive applications in 
many types of information technology systems including Internet technology. 
Considering that in the previous chapter the study establishes that varied LOC does 
affect perceptions and outlook on life, it makes sense to hypothesise that 
perceptions of usefulness and ease of use or enjoyment could be correlated with the 
LOC constructs. In order to understand this in a more profound way, the study goes 
back to the very roots of the theory behind the TAM.
C/  1 ry v R e & C ' v  \
In 1980, Ajzen and Fishbein developed the Theory of Reasoned Action (TRA). The 
main assumption was that people consider the implications of their actions before 
they decide to engage or not engage in a given behaviour (1980:5). The TRA was 
meant to be able to predict and understand behaviour and attitudes, and the two 
determinants were attitude towards behaviour and subjective norms of behaviour.
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Figure 4.32 Theory of Reasoned Action (TRA)
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Behaviour
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UsingNormative Beliefs 
and Motivation to 
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»  Causal Relationship
Source: Fishbein and Ajzen (1975)
In essence, what the theory suggests is that behaviour can be predicted by a 
person’s attitude towards that behaviour and how others may perceive them if they 
engaged in such behaviour -  the intended behaviour being the combination of 
attitudes and subjective norms that would lead to actual behaviour.
The components of the theory can be easily translated into online transaction 
behaviour. For example, beliefs and attitudes towards the Internet as a medium for 
online hotel bookings can be measured. Technophobia can be one attitude that 
would obstruct a person from making hotel bookings online. If, on the other hand, 
that person’s friends were to use the Internet to make their online purchases and 
discussed this openly, then the normative belief of that group of people could be that 
using the Internet to make online purchases is the norm.
The theory did exhibit a major limitation, namely that it may work well in situations 
where a person is behaving of his own free will, but when behaviours are not under
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full volitional control, a person may not behave in the predicted way because of 
environmental conditions.
To overcome the limitation mentioned previously, Ajzen (1975, 1980, 1991) 
developed the TPB by adding a third antecedent; perceived behavioural control. 
This added antecedent originates from the self-efficacy theory which was proposed 
by Bandura in the late 70s. The self-efficacy theory has its basis on Social Cognitive 
theory. As Bandura (1986) suggests, motivation and frustration from repeated 
failure would affect future behaviour. He separates expectations into self-efficacy 
and outcome expectancy. He explains self-efficacy as the conviction needed by a 
person to complete a task, whilst outcome expectancy is an estimate by the person 
to the kind of outcomes that may be expected from a given behaviour. Ajzen (1991) 
developed perceived behavioural control based on that work to produce an improved 
model from the TRA. Figure 4.3.3 exhibits the TPB model that has found extensive 
use since the 80s in CB research.
Figure 4.33 Theory of Planned Behaviour (TPB)
Behavioural
Beliefs
Attitude
Toward
Behaviour
Control
Beliefs
Normative Beliefs Subjective Behavioural ActualNorm Intention
-------- ^
Behaviour
Perceived
Behavioural
Control
Source: Ajzen (1991).
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Based on the TRA and subsequent TPB, Davis (1989) realised the application of the 
TRA model in the use of Information Technology (IT) and developed the Technology 
Acceptance Model (TAM). Using the framework of the TRA, he attempted to predict 
and explain the acceptance of IT by the end user. The TAM suggests that two salient 
variables, those of perceived usefulness and perceived ease of use, are what 
determine technology acceptance behaviour (Davis et al., 1989). The suggestion 
being that if both perceptions of usefulness and ease of use are positive then it is 
very likely that the user will adopt the technology. According to Davis et al. 
(1989:985), “the goal of TAM is to provide an explanation of the determinants of 
computer acceptance that in general is capable of explaining user behavior across a 
broad range of end-user computing technologies and user populations, while at the 
same time being both parsimonious and theoretically justified.”
Figure 4.34 Technology acceptance model (TAM)
Perceived
Usefulness
External
Variables
Attitude
Toward
Using
Actual Use
Perceived 
Ease of Use
> Causal Relationship
Source: Davis (1989)
The TAM became widely accepted and a number of studies have been conducted 
using the original model or the extended version that was formed subsequent to the 
introduction of the TPB (Davis, 1989; Davis et al., 1989, 1992; Venkatesh and Davis 
2000; Al-Gahtani, 2001; Van der Heijden, 2004; Chau, 1996). The revised version of
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the TAM includes the behavioural intention to use the construct between attitude 
towards using and actual use.
Figure 4.35 Technology acceptance model (revised TAM)
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Van Der Heijden 
f2004)
External
Variables
Perceived
Usefulness
Perceived
Eniovment
Perceived 
Ease of Use
Attitude
Toward
Using
Source: Adapted from: Davis et al. (1992); Van der Heijden (2004)
This particular version depicted in figure above includes the added construct of 
perceived enjoyment. Van der Heijden (2004) suggests that in hedonistic 
environments perceived enjoyment is an influential variable to attitude and 
behavioural intention.
4.4.1 Perceived Usefulness (PU)
According to Davis (1989), perceived usefulness is defined as how much a person 
believes their performance may be enhanced by using a particular system. This is 
the one variable that consistently shows significant results. For example, Koufaris 
(2002) when investigating intention to return to websites, reports that perceived ease 
of use has little effect on intention to return whilst perceived usefulness exhibits 
significant results in his linear regression model. Kim et al. (2008) report good 
evidence of correlation between Perceived Ease of Use (PEU) and PU as well as 
intention to use. Earlier studies such as Adams, Nelson and Todd (1992) or 
Amoako-Gyampah and Salam (2004) have also confirmed the interrelation of the 
variables between one another as well as with intention to use.
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4.4.2 Perceived Ease of Use (PEU)
According to Davis (1989), PEU is defined as how much a person believes utilising a 
system is free from effort. Chan and Lu’s (2004) work on Internet based banking 
suggests a correlation between PEU and PE but their findings do not suggest a direct 
correlation to intention to use. Chau and Hu (2001) could not show evidence of 
predictability of usage when utilising the TAM in a study with professionals; however, 
a number of other studies independent of the work of Davis have shown evidence 
that PEU is correlated to perceived usefulness as well as intention to use. Examples 
of such studies include Adams et al. (1992) and, Amoako-Gyampah and Salam
(2004). Gefen and Straub (2000) suggest that as there are a number of papers that 
show evidence of the correlation of PU but not so with PEU, that the case may be 
that Ease of Use has different values to the user, depending on the nature of the 
task. One assumes that with the more menial tasks, the perceived value of ease of 
use is reduced and as such may not appear as significant in the evidence of studies 
that attempt to measure it.
4.4.3 Perceived Enjoyment (PE)
Venkatesh (2000) sees PE as an external variable that may affect the perception of 
ease of use. However, Koufaris (2002) confirms that shopping enjoyment can be 
used as a predictor for intention to return. Gefen (2003) looks at the implications of 
habitual Internet usage and, not surprisingly, in investigating experienced users he 
finds that habit can be a predictor of PU and PEU; this confirms the choice to utilise a 
website and product that does not lend itself to habitual purchases. It would have 
been interesting to see if perception of enjoyment was affected when using the 
Internet habitually as one may suspect that the answer would be a positive one. 
Van der Heijden (2004) argues that in pleasure oriented systems, PEU and PE are 
stronger determinants of intention to use rather than that of PU. Considering that
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holidaymakers engage in the planning of their holiday when booking hotel rooms 
online, one would argue that PE would be a determinant that is very likely to be 
affected by the locus of the user. In this study, those interviewed were mainly young 
travellers booking a hostel room or bed for leisure -  the business traveller segment 
was largely ignored.
4.4.4 Intention to purchase
Attempting to establish a correlation between the three variables and intention to use 
has proved a controversial point with an almost equal number of studies suggesting 
that both PU and PEU affect intention whilst the other half, including Davis himself, 
suggesting that PEU is often expressed through the Perceived Usefulness 
antecedent (Davis et al., 1989). The following table is an illustration of the three 
variables and suggested correlation by authors, as seen in the literature reviewed by 
the researcher. By taking a snapshot of the existing literature most relevant to the 
needs of this particular study, the table may help the reader visualise how the 
research community is split regarding the two antecedents.
Table 4.6 The TAM variables and intention to use correlation in literature
Variables 
Affecting 
Intention to use:
Example of authors suggesting correlation between variables and 
intention to use.
PE, PU Koufaris, 2002,
PEU, PU Kim et al., 2008; Amoako-Gyampah and Salam, 2004; Gong et al., 
2004; Shih, 2004; Venkatesh et al., 2003; Chen, Gillenson and 
Sherrell, 2002; Venkatesh, Speier and Morris, 2002; Childers et 
al., 2001; Lederer et al., 2000; Venkatesh, 2000; Venkatesh and 
Morris, 2000
PEU, PE Van der Heijden, 2004
PU Klopping and McKinney, 2004; Pikkarainen et al., 2004; 
McCloskey, 2003; Gefen, 2003; Gefen and Straub, 2000; Keil et 
al., 1995; Venkatesh and Davis, 1996; Keil, Beranek and 
Konsynski, 1995; Adams et al., 1992; Davis et al., 1989.
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The above is only a snapshot of the existing literature and in no way a suggestion of 
an exhaustive review. The study did, however, focus on studies that had some 
relevance to online consumer behaviour or e-usage and e-commerce.
The following section investigates comparisons in the literature of the various related 
models to the TAM. It was imperative for the study to have a holistic appreciation of 
the literature and the key criticisms that exist about the model.
4.5.1 The TAM Criticisms
Over the years a number of research approaches emerge that suggest that there are 
more antecedents that may be treated by Davis as external variables but can often 
(and depending on the situation) be better at predicting intention to use than 
usefulness. For example Gefen et al. (2003) suggest that trust may be of equal 
importance in attempting to predict intention to use in online CB, whilst Lu et al.
(2005) suggest that perceived risk can be a better predictor than perceived 
usefulness. Vijayasarathy (2004) adds antecedents such as compatibility, privacy, 
security, normative beliefs, and self-efficacy to produce an augmented TAM that in 
his view better predicts intention. Wang et al. (2003) suggest that when it comes to 
Internet banking, the traditional antecedents of the TAM may not be able to explain 
adoption and they assert that perceived credibility is a more influential antecedent in 
affecting intention to adopt. Chuttur (2009) questions the predictability and practicality 
of the TAM model as well as its inability to provide any explanatory value. Baggozi
(2007) points some strong criticisms at the TAM and the subsequent Unified Theory 
of Acceptance and Use of Technology (UTAUT) (Venkatesh et al., 2003) by pointing 
to the numerous variables that the UTAUT model is suggesting for measurement 
making it extremely cumbersome to use. Baggozi states three key reasons to
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assert, in his view, the fallacy of the TAM. First the fact that the intention behaviour 
linkage found in models such as the TAM, TRA and TPB ignore the fact that 
behaviour may not be the actual goal. Secondly that intentions are in a fluid state 
and as time between intention and actual use often intervenes, it is important to 
consider psychological instruments. Finally decision makers see their decisions in a 
dynamic way that may often change due to the decision itself taking the user 
orientation in fundamental ways. No matter the arguments against the use of TAM in 
the last two decades, there are no less than thirty five papers that utilise TAM as the 
core of their research that have been published in MIS quarterly one of the most 
respected journals in the field of information systems. Seven of those papers are 
published in 2009 and 2010 which suggests that the model is still very much useful to 
researchers today.
4.5.2 The TAM and Theory of Reasoned Action (TRA)
Davis et al. (1989) conducted a research looking at MBA students using word- 
processing by doing an initial experiment and then one 14 weeks later. The 
researchers wished to test the TAM versus the TRA model and they found that both 
models could predict intention. However, in the TRA they reported a limited 
correlation between the subjective norm and behavioural intention. They suggested 
a possible explanation for that was weaknesses with the scale of measuring the 
subjective norm but concluded that compared to the TRA, the TAM model was easier 
and more affordable to utilise since in the TAM the belief variables were independent 
of the context whilst in the TRA specific beliefs to the context of the word processor 
had to be designed.
4.5.3 The TAM and Theory of Planned Behaviour (TPB)
Gentry and Calantone (2002) in comparing the three models of TAM, TRA and TPB 
argue that the TAM is a superior model to the other two to be utilised in a
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contemporary network. Also, Mathieson (1991) in comparing the TAM and TPB 
suggests that although both models predicted intention to use well, the TAM had a 
slight empirical advantage. He further argues the ease of application of the TAM, 
even though the information it provides about the users’ opinions of a system are 
limited, whilst the TPB model provides much more information.
4.5.4 The TAM and UTAUT
Venkatesh et al. (2003) tested eight models in user acceptance literature and then 
created and empirically validated a model utilising elements from all eight models.
Table 4.7 Review of Model comparisons
Model
comparison
studies
Theories/
Models
compared
Context of study Participants Newness of
Technology
Studied
Davies et al 
(1989)
TRA, TAM Within subject model 
comparison of intention 
and use of word 
processor
107
students
Participants were 
new to technology
Mathieson
(1991)
TAM, TPB Between subjects model 
comparison of intention 
to use a spreadsheet 
and calculator
262 students Some familiarity 
with the technology 
as each participant 
had to chose a 
technology to 
perform task
Taylor and
Todd
(1995b)
TAM, TPB, 
DTPB
Within-subjects model 
comparison of intention 
to use a computing 
resource center
786 students Many students were 
familiar with the 
center
Plouffe et al. 
(2001)
TAM IDT, Within subjects model 
comparison of 
behavioural intention to 
use and use in the 
context of a market trial 
of an electronic payment 
system using smart card.
176
merchants
Survey administered 
after 10 months of 
use
Source: Venkatesh et al. 2003:437
The researchers looked at existing model comparisons in the literature as seen in 
table 4.6 and decided to focus their testing on the TRA, TPB, TAM models as well as 
the Intrinsic Extrinsic Motivational Model (Vallerand, 1997), combined TAM and TPB, 
Model of PC Utilization, Innovation Diffusion Theory, and Social Cognitive Theory.
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An amazing 32 independent variables are tested and only one -  that of self-efficacy -  
comes close to testing a personality related construct. The authors go on to argue, 
based on their evidence, the improved predictability of the new and improved tool but 
considering the complexity of the model, the study therefore aligned its approach to 
the criticisms suggested by Baggozi (2007).
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Over the years the TAM and its adoptions have found a place in the research of the 
Internet as an alternative medium and one that allows for the shopping experience to 
be available online and thus challenge the traditional perceptions of the consumer 
into a more contemporary form of an online consumer. Effectively every online 
consumer is also a computer user but the online CB has exploded as a research 
area in the last decade and as such the TAM has found an alternative area that it 
could be tested on. Featherman, Miyazaki and Sprott, 2010, Luo, Remus and 
Sheldon, 2007, Lu et al., 2005, Chan and Lu, 2004, Pikkarainen et al., 2004, Shih, 
2004, Vijayasarathy, 2004, Wang et al., 2003, Gefen et al., 2003 and Koufaris, 2002, 
are some of the examples of researchers who have applied the TAM in the context of 
Internet usage and ecommerce.
There is limited utilisation of the TAM and theories of personalities. Wang and Yang 
(2006) looked at e-finance adoption and incorporated personality traits into the 
UTAUT model and showed some evidence of personality traits having a moderating 
effect on influencing behavioural intentions. Grabner-Kràuter and Faullant (2008) 
looked at personality characteristics in moderating trust when utilising and adopting 
virtual finance, whilst Aldas-Manzano, Ruiz-Mafé and Sanz-Blas (2009) looked at 
mobile phone technology and by utilising the TAM model showed evidence that 
personality variables had a correlation to intention to use mobile phone technology in 
order to engage with shopping activities. Abdillah’s (2009) research also suggests a 
mediating relationship of personality traits such as openness to experience and 
extroversion to PEU and PU.
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Pramatari and Theotokis (2009) also report that individual traits such as technology 
anxiety and information privacy concerns affect user adoption.
4.7.1 The TAM and Locus of Control (LOG)
There is a limited number of research papers that have attempted to incorporate the 
LOG construct in combination with the TAM. Tseng and Hsia (2008) attempt to 
investigate the moderating effects of self-efficacy and internal locus on the TAM 
variables and they report some limited success. Chitty et al. (2009) looked at self- 
service technology and hypothesised that students with internal LOG are associated 
with the adoption of self-service technology whilst students with external LOG had a 
negative association with the perceived value of the self-service technology. 
Although the relevant research is limited there are hopeful findings to support that the 
hypotheses generated in the next chapter have a grounding in the current literature.
Morosan and Jeong (2008) have utilised the TAM to successfully predict intentions; 
their findings suggest both PEU and PU as well as perceived playfulness directly 
affect intentions. Perceived playfulness as an antecedent is very much related to the 
perceived enjoyment presented in earlier sections of this chapter. Luo et al. (2007) 
looked at the lonely planet website as a case study and utilised the TAM to prove that 
PU can be a successful predictor of intention to use; however, they report that PEU 
does not have a direct impact on behavioural intention. Although the literature that 
utilises the TAM in the context of tourism and hospitality may appear limited, there is 
a plethora of studies that utilise the TAM to test the adoption of various information 
systems within tourism and hospitality, an example of which is the work by Kim et al.
(2008). Finally, in the hospitality context, there has been evidence that the TAM is a 
preferable model to others. For example, Hugh, Kim and Law (2009) in comparing
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the TAM and TPB as well as the decomposed TPB models for upscale hotels verify 
the better predictability of the TAM model. Morosan (2010) utilizes TAM in the 
context of hotels. He attempts to extend the model by introducing perceived 
innovativeness as an antecedent of PEU.
In attempting to develop a research framework that extends the Technology 
Acceptance Model with the use of CLOC the researcher had to take into account the 
following key considerations. Firstly, the type of transaction that customers engaged 
had to be considered carefully and online transactions were deemed an appropriate 
technology setting as there has been some evidence of success in research that 
investigates customer personality characteristics and online transactions (see: Chang 
and Ho, 2009; Chitty et al., 2009; Dongyoung and Leckenby, 2001; Hoffman et al., 
2003). Secondly the criticisms for TRA and the development of TPB suggests that 
measurement of self efficacy for TAM is an appropriate research avenue. However 
choosing a personality construct that showed evidence of success on its own was 
paramount so that the research was design with the best chances of success. CLOC 
showed good evidence of predictability (Bussed 1998) and as it measures concepts 
that are closely related to self efficacy it was deemed as a good choice of personality 
construct that could be utilized to extend TAM. The third consideration in ensuring 
the research framework would work was the controlled environment that is needed 
for TPB related research to have best chances of results. This research could have 
been conducted with random hotel users that may utilize the internet to book hotel 
rooms. This approach would have enabled the researcher to have a larger sample 
but the concept of controlled environment would not apply as customers would each 
use memories of different hotel websites. The researcher considers an empirical 
approach to the thesis that would examine both constructs and subsequently
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examine correlations between the two construct variables. More discussion on the 
research framework and working hypotheses follows in the next chapter.
The chapter delivers an overview of existing literature in relation to research in the 
area of the Technology Acceptance Model (TAM). The historical roots of the TAM 
are reviewed as well as criticisms and a review of literature that connects the TAM 
with personality studies, and more specifically LOG and CLOC. Finally, examples of 
the TAM utilised in hospitality and tourism related studies are presented. Although 
there have been a number of extended versions of the TAM, the study suggests that 
the choice of a simplified version had to be utilised in order to keep the study 
practical and as burden free as possible to participants. Utilising the CLOC construct 
and the TAM constructs in the same study meant that the tool was becoming 
increasingly bigger, if the study had utilised even more variables, the research would 
have become too cumbersome for participants to engage in or at least for one person 
to be able to conduct the research effectively.
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Deciding which philosophical approach or research strategy to follow is crucial to any 
research and more so in this case. In the previous chapters it was illustrated that the 
theory of consumer behaviour (CB) merely suspects personality to be an antecedent 
of decision making. In this research it was discovered that no author could 
successfully argue that personality is not affecting CB. However, neither has any 
author yet shown a strong methodological approach in capturing or denying its 
existence (in CB constructs). The answer might very well be in the combination of 
approaches to this research. As Saunders et al. (1997:73) suggest: “It is perfectly 
possible to combine approaches within the same piece of research”.
Easterby-Smith, Thorpe and Lowe (1991:21) propose three reasons why it is 
important to choose the right approach. First, it enables the researcher to take a 
more informed decision about the research design. This is more than the methods 
used but has implications in the overall configuration of the research. Second, it 
helps to understand which approach may work for the particular research and which 
may not. Third, understanding different research traditions enables the researcher to 
adapt the research design to cater for constraints. Understanding the main 
philosophical paradigms in engaging with research is therefore crucial for any 
researcher to make an informed decision about which approach to follow.
This chapter is therefore structured in three main sections. The first illustrates an 
overview of the main philosophical approaches to research, otherwise referred to as 
epistemology. The second establishes the various methodological tools available to 
a researcher and the third part examines the process of establishing a research tool 
and undertaking the pilot research.
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From a pragmatist point of view, the research methodology should be the main focus 
of this chapter. However as a methodological approach derives from the 
epistemological position of each author, understanding the main epistemological 
theses has enabled this author to better understand his own approach to research 
methodologies and thus be better equipped to defend key decisions in the research 
design. Furthermore, part of the joy of such research is the search for truth. In the 
search for truth, figure 5.36 gives a good overview of the methodological debate 
which can be useful when trying to decide what are the main paradigms that should 
be explored. Paradigms which have been rejected outright for the purposes of this 
research are not discussed, only those that were considered by the researcher whilst 
debating (mostly with himself) to which one his process of thinking and systems 
utilised belonged.
Figure 5.36 Methodological debate
The methodological debate: a summary
ONTOLOGY:
OBJECTIVIST
Behavioralism
Positivism
Critical
"
EPISTEMOLOGY: theory
------------------------UNDERSTANDING
EXPLAINING construe Classical theory
tivism Normative theory
Postmodernism?
SUBJECTIVIST
Source: Jackson, and Sorensen, 2006
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5.2.1 Positivism
The major philosophical paradigm that dominated research in the social sciences 
from the 60s to the late 90s has been that of positivism (Smith, Booth and Zalewski, 
1996). Positivism’s beliefs are mainly that the only true knowledge is scientific in 
character and assumes that methods of the natural sciences can be applied to 
sociological studies (Jary and Jary, 1991:484-5 in Clark et al., 1998). The main 
assumptions or axioms are that there is a single, real, tangible world which is 
objective and can be analysed. If objectively and impartially researched, behavioural 
phenomena can be accurately described and thus relationships predicted (Clark et 
al., 1998; Saunders et al., 1997). By the the late 70s Positivism, once the 
preferential epistemological approach, was fast replaced by various forms of 
epistemological and methodological relativism (Laudan, 1996). The criticisms that 
started the change in climate were mainly the inflexibility of the methods and the fact 
that when dealing with sociology it is understanding that is often required and the 
philosophy does not lend itself to understanding the meanings that human beings 
attach to social phenomena (Saunders et al., 1997; Lincoln and Guba, 1985). 
Perhaps Lincoln and Guba (1985:25-28), best summarises some of the major 
critiques of the philosophy, namely: Positivism leads to inadequate conceptualisation 
of what science is, is unable to deal with the problem of induction, is overly 
dependent on operationalism, has produced research with human respondents that 
ignores their humanness, and this has ethical connotations, and its assumptions on 
reality are difficult to maintain, for example the assumption of linear causality. 
Considering that this research is all about discovering a social phenomenon that 
relies on personality measurement and interpretations of people’s perceptions, these 
criticisms are extremely relevant in ensuring that the best possible approach is 
adopted. Having said that, there may often be misconceptions of a paradigm in the 
case of positivism for example, as most authors link it to quantitative methods. Hunt
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(1991:227) argues that in fact positivism does not exclude qualitative methods in the 
field of sociology.
5.2.2 Post positivism
There is a varied understanding of post positivism in the literature where some 
academics suggest that post positivism is the absolute opposite of positivism (e.g. 
Lincoln and Guba, 1985) whilst others suggest that it is an extension or a mutation of 
the original themes and methods found in positivism (e.g. Laudan, 1996). 
Regardless of the belief of whether the post positivist paradigm is a complete 
departure from positivism or a better version of it, certain axioms of post positivism 
become apparent. For example post positivism takes a further look into social 
phenomena and blends qualitative with quantitative techniques in trying to 
understand the ‘how’ and not just the ‘if (Lincoln and Guba, 1985; Laudan, 1996; 
Denzin and Lincoln, 1994). According to Rom Harre (1981 in Lincoln and Guba, 
1985:30), a critical comparison between positivism and post positivism can be seen 
in table 5.7.
Table 5.8 Critical Comparison of positivism vs. post positivism
Surface events, appearances Deeper look
Atomistic Structural
Meaning is established operationally Meaning is established inferentially 
Central focus is prediction Focus in understanding
Deterministic, bent on certainty Probabilistic, speculative
Source: Lincoln and Guba 1985
According to Jackson and Sorensen (2006:265) post positivist approaches include: 
critical theory; postmodernism; constructivism; and, normative theory. Critical theory 
is based on Marxism; it seeks to unmask the global domination of the rich North over
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the poor South. Critical theory views knowledge as inherently political; social 
scientists and social science are instruments of power.
5.2.3 Interpretivism
Hermeneutics, symbolic interaction, phenomenology and ethnomethodology are 
often terms closely related to the paradigm of interpretivist approach. Denzin and 
Lincoln (1994:118), suggest that the main ideas of interpretivism stem from the 
German tradition of hermeneutics. Interpretivists argue the uniqueness of human 
inquiry. They also defend the position that cultural sciences are different from the 
natural ones; however, phenomenological subjectivity clashes with scientific 
objectivity. According to Hughes and Sharrock (1997:96), interpretivism offers an 
alternative approach to research in answering the question that “...there are different 
orders of phenomena in the world which accordingly would have to be known in 
different ways. ”
5.2.4 Constructivism or Naturalistic Inquiry
Naturalistic Inquiry or Constructivism is closely linked to interpretivism. Although a 
more recent paradigm, constructivism concerns itself with trustworthiness and 
authenticity, replacing the internal and external validity criteria championed by 
positivists (Denzin and Lincoln, 2003). The paradigm assumes that there are multiple 
realities and that the knower and respondent co-create understandings (Denzin and 
Lincoln, 2003). The most frequent challenge to the paradigm is the question of 
applicability to other contexts. How can ‘multiple, holistic, competing and often 
conflicting realities of multiple stakeholders and research participants’ (Lincoln, 
1992:73) be applied to any situation other than the situation in which the research 
was grounded? To defend against this, the suggestion of trustworthiness criteria 
were introduced and these were defined as credibility, transferability, dependability 
and confirmability (Lincoln and Guba, 1985; Guba, 1992) As Jackson and Sorensen
(2006) suggest, constructivists agree with positivists that valid knowledge about the
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world can be accumulated but in contrast to positivists, constructivists emphasise the 
role of ideas, of shared knowledge of the social world.
5.2.5 Postmodernism
The figure of archaeologist Michel Foucault emerges as a leader of this way of 
thinking with Foucault arguing that power is everywhere, not limited by social classes 
but abiding in structures (Hart, 2004). The main axiom is that of ‘democratic power- 
free argumentation’ as a power game between competing wills to knowledge. 
Postmodern thinking is critical for research. Presenting results in the form of 
information rather than informed opinion for debate raises the argument that research 
constrains democracy. Closely related are the paradigms of poststructuralism and 
deconstructionism. Jackson and Sorensen (2006:265) state “Postmodernism 
disputes the notions of reality, of truth, of the idea that there is or can be an ever- 
expanding knowledge of the human world. Narratives, including metanarratives, are 
always constructed by a theorist and they are thus always contaminated by his or her 
standpoint and prejudices. Narratives can thus be deconstructed: i.e. taken apart to 
disclose their arbitrary elements and biased intentions”
Having briefly examined some of the main epistemological approaches, it is useful to 
summarise key advantages and disadvantages in order to proceed with an informed 
view as to which approach may be the most appropriate for the needs of this 
research. Table 5.8, exhibits axioms and advantages as well as potential problems 
with each approach.
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Table 5.9 Summary and comparison of main paradigms
2SS5 EE_
:.........
Economical collection of 
large amount of data.
Clear theoretical focus for the 
research at the outset.
Retain control of research 
process.
Easily comparable data.
Combination of quantitative 
and qualitative methods. 
Not the inflexibility of 
positivism.
Attempts understanding of 
social processes.
Analytical instead of 
speculative.
Facilitates understanding of 
how and why.
Enables researcher to react 
on changes.
Good at understanding social 
processes.
Interprets utilising case 
studies.
Enables researcher to react 
on changes.
Good at understanding social 
processes.
Inflexibility.
Fails to understand 
social processes. 
Fails to discover 
meanings people 
attach to social 
phenomena.
Understanding 
relationships amongst 
variables but cannot 
understand distinctions 
and patterns in 
members meanings. 
Does not necessarily 
preserve contexts.
Data collection can be 
time-consuming.
Data analysis is more 
difficult.
Uncertainty that clear 
patterns may not 
emerge.
Perceived as less 
credible by ‘non­
researchers’.
Data collection can be 
time-consuming.
Data analysis is more 
difficult.
Uncertain results.
mmm
Reality is single, tangible and 
can be fragmented.
Knower and known are 
independent.
Time and context free 
generalisations are possible. 
There are real causes, 
temporally precedent to or 
simultaneous with their 
effects.
Inquiry is value free.
Relative Reality.
Researcher and respondents 
are defined by the same 
model.
Context free generalisations 
are not possible (intentionality 
and language).
Known is influenced by 
knower experience.
Inquiry is value bound. 
Uniqueness of human inquiry. 
Cultural sciences different in 
kind from the natural. 
Linguisticality and historicality 
constitutive of humanity (we 
are our history).
Realities are multiple 
constructed and holistic. 
Knower and known are 
interactive, inseparable.
Only time and context bound 
working hypotheses are 
possible.
All entities are in a state of 
mutual simultaneous shaping 
so that it is impossible to 
distinguish causes from 
effects.
Inquiry is value bound.
Source: Based on Jackson and Sorensen, 2006; Denzin and Lincoln, 2003, 1994; 
Clark et al., 1998; Saunders et al., 1997; Laudan, 1996; Guba, 1992; Lincoln and 
Guba, 1985; Harre, 1981, in Lincoln and Guba, 1985.
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Having explored the most important tenets of philosophy in the search for 
knowledge, it is important that a more operational approach to the various research 
philosophies is explored. In the literature, the philosophy of research is often 
presented as one that requires a systematic and, depending on the school of 
thought, objective or subjective approach, whilst the aim of a research may be to find 
the solution for a specific problem or perhaps test a particular theory in the light of 
new evidence (Clark et al., 1998; Saunders et al., 1997; Davis and Consenza, 1988; 
Kerlinger, 1986; Leedy, 1985; Mitra and Lankford, 1999; Sekaran, 2003). Research 
is a careful, patient and methodical enquiry carried out according to certain rules, 
guidelines or accepted practices (Sommer and Sommer, 1986).
Preece (1994) suggests that a research activity should be carried out within a 
system of knowledge, and the research should be probing the knowledge system 
and aiming to increase the knowledge base. He suggests that originality may be the 
target or expansion of existing ideas but most importantly that research should 
question the nature of knowledge itself. In this respect, this view of research is 
broader and more inclusive, especially when the research subject is that of social 
science.
Dawson, Fischer and Stein (2006) provide a positivist view of the strength of a 
quantitative approach to research, whilst Ryan (1995:2) provides a post positivist 
view “Good research is an indispensable aid to understanding a phenomenon in 
order to act more effectively. It is inherently practical as it seeks to explain the 
relationship between apparently connected activities, and the nature of that
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relationship” Finally, Finn, Elliot-White and Walton (2000:xv) suggest that “Research 
is about enquiry, about discovery, about revealing something that was previously 
unknown or testing the validity of the existing knowledge” Their definition reveals 
hints of naturalism, although it could also be argued that it is within the realms of 
post positivism.
According to Tuckman (1978), research must be systematic, logical, empirical, 
reductive and replicable. Research is accomplished through a systematic approach 
to identifying problems, and designing and implementing research methods prior to 
drawing conclusions. The research procedure is logical and therefore other 
researchers are able to review the methods, findings and discussion, and to 
evaluate the conclusions. The data are collected and carefully analysed in order to 
form generalised statements about the research aims and objectives. The research 
process is recorded, enabling other researchers to repeat the research process to 
test the findings or to develop further research from the current research with the 
methods utilised able to be replicated. To a certain extent, a naturalistic or an 
interpretivist approach may exhibit some difficulty with the latest characteristic. The 
nature and conditions of the methodologies often utilised in such research can be 
hard to replicate.
Research should be conducted systemically and is intended to increase or test 
knowledge or to find a solution to a particular problem. Understanding the theories 
related to the research is crucial. Research requires theories as a framework for 
analysing and interpreting its findings, and these findings are used to review, modify 
and challenge the theory (Finn et al., 2000). There are two approaches to research 
methodology: deductive and inductive.
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Deductive research methodology uses a theory-testing approach. When this 
approach is adopted for a research project, the researcher starts with a theory, and 
collects empirical data and analyses them with a vision either to accept or refute the 
theory. The deductive approach involves identifying the key concepts of a theory, 
then a series of hypotheses are tested to see if the data support or reject the 
hypotheses.
Alternatively, the inductive approach involves researching a specific aspect of a 
research subject and attempting to develop a theory or theories from the results. 
This research is not about theory development, thus a deductive approach was 
deemed appropriate.
Engaging in research can be quite disheartening when there is no systematic way of 
approaching it. Understanding the research process as a series of steps helps new 
researchers to structure their thinking and resources so that they may achieve 
progress or indeed plan strategically ahead -  something crucial to a research project 
that may take anything from five to ten years. As Ryan (1995) suggests, the process 
is not always a sequential one but each step may very well be interdependent. For 
example, the problem identification stage may well indicate some of the methods 
that can be used, or the data analysis procedures may prove too costly (see figure 
5.37).
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Figure 5.37 Research process steps
} Redefine problem «
! Reconsider costs !
Final report
Asses costs
Evaluate results
Identify Problem
Research proposal
Determine methodology
Formulate Research design
Determine data analysis procedures
Source: Based on Clark et al., 1998; Saunders et al., 1997; Ryan, 1995
5.6 Thesis \
Following an overview of the various research paradigms and tools available in 
approaching the research aims and objectives, the researcher describes the process 
undertaken in designing the main research tools, pre-testing and the pilot survey. 
This research adopts an approach that enables the research to attempt to establish 
evidence of a relationship of personality characteristics using the CLOC as adapted 
by Bussed et al. (1998) in order to determine personality characteristics and test 
those with an internal locus versus those with an external (powerful others) and their 
perceptions of usefulness, ease of use and enjoyment as established by Davis et al.
Page1138
Locus and TAM of Hostel Consumers oannis S Pantelidis
(1992) and Van der Heijden (2004). Although this research does not take a political 
approach to social phenomenon and may appear as a positivist approach to 
research, the study suggests that in trying to understand the how through a blend of 
qualitative and quantitative techniques he positions this thesis closer to a post 
positivistic view of the world than a positivist (Lincoln and Guba, 1985; Laudan, 1996; 
Denzin and Lincoln, 1994). For example although hypotheses are utilised the study 
considers the context of the research design and designs the research plan in an as 
natural place as possible, interviewing customers in the place of the experience 
enabling them to better recollect memories of utilising the hostel website. The 
research plan is not only satisfied with the assortment of the relationships between 
variables but also with adding meaning to them and as such the study can be 
described as a post-positivist approach. In doing so the study takes the path of 
critical realism in establishing a measurable reality without asserting that such a 
reality (i.e the findings) does not contain error. The researchers motivation and the 
belief that practice and theory go together are also strong indicators that this 
research design takes a post-positivist approach.
Ryan (2006) suggests four characteristics to post positivist approaches namely that 
research is broad than specialised, theory and practise go together, the researchers 
motivation to research are central to the enterprise and that the idea that research is 
concerned only with correct techniques for collecting information is inadequate. In 
that respect this research exhibits all four characteristics. Further more the research 
attempts a deeper look and a focus in understanding characteristics associated with 
post positivism (Lincoln and Guba, 1985). Although there is a clear theoretical focus 
from the outset a characteristic that is associated with positivism, the researcher 
does not consider that there is a singular reality but that reality is relative to the user. 
The researcher realises that the primary tool utilized may suggest a positivist 
approach in the design of this research however the researcher adopts the view of
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Ryan (2006) that suggests that the use of a quantitative technique does not dictate 
the epistemological approach of the research, rather the interpretation of the findings 
does.
5.6.1 The research problem
Following an extensive literature review of consumer behaviour concepts, models 
and theories (chapter 2) the researcher identified a gap in the literature, regarding the 
effect of individual differences and CB, more specifically the effect of personality on 
CB. The works of Fishbein and Ajzen (1975, 1980) were adopted as the key 
behavioural theory underlying this research. Fishbein and Ajzen (1980) suggest that 
variables such as personality can affect intention and behaviour only if they influence 
the attitudinal or normative considerations or their relative weights. This led the 
researcher to investigate relevant research in the field of CB related to consumer 
personalities. In order to achieve this, personality theories were investigated 
(chapter 3) and by analysing the secondary data it was becoming more obvious that 
the CLOC as used by Bussed et al. (1997) was deemed the most appropriate 
personality testing for the purposes of this research. Thus the key research question 
was established as:
Do consumer personality characteristics affect the buying behaviour process 
when booking hostel rooms online? If personality does affect buying 
behaviour, how is the buying process affected?
Attempting to answer this seemingly simple and straightforward question, the 
researcher had to: a) adopt a model of decision making that has a proven record in 
its application of Information Technology and more specifically the Internet, and b) 
establish personality parameters that have been previously utilised in a similar 
context successfully. Derived from the theory of reasoned action, the Technology 
Acceptance Model (TAM) (Van der Heijden, 2004) was adopted as a model of
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behaviour and using the “Locus of Control” (Busseri et al., 1997, 1998) the study has 
attempted to establish whether personality affects the consumer buying process.
The following model (figure 5.38) illustrates the conceptual framework and 
subsequent hypotheses.
Figure 5.38 A conceptual framework integrating CLOC and TAM
H5E x te rn a l Personality 
Variables Locus of Control
H2 H7
H6
Van Oer Heÿkh (2004)
Perceived
Ease of Use
Perceived
Enjoyment
Attitude
Toward
Using
Behavioral 
Intention to 
Use
Source: Thesis conceptual framework based on the works of Davis et al. 1989, 1992 and Van Der 
Heijden 2004.
5.6.2 Summary of developing the conceptual framework and 
Hypotheses
In chapter two of this thesis the study establishes that personality has not been 
considered a key variable for consumer behaviour models (e.g Nicosia, 1966; Gilbert 
1991; Andersen, 1965). Whilst later models attempt to include personality 
characteristics in their conceptual frameworks ( e.g Engel et al 1995; Foxall et al., 
1998; Ajzen, 1991). With TPB showing evidence in the literature of some attempts to 
understand concepts of personality such as self efficacy TAM becomes an ideal 
candidate to measure how hotel customers perceive hotel websites and test if 
personality characteristics have any effect on their choices. Consider the numerous 
attempts to extend TAM (Venkatesh et al 2003) adding a personality variable that 
closely resembles self efficacy is a valid approach if we consider the criticisms of 
TRA and the approach of TPB in resolving them. As such LOG (Rotter, 1966) 
becomes the ideal candidate for a personality construct that not only closely matches
Page 1141
Locus and TAM of Hostel Consumers loannis S Pantelidis
notions of self efficacy but also shows some evidence of success in empirical studies 
that consider consumer attitudes and web use (Hoffman et al, 2003). To improve the 
validity of the LOG tool the study adopts the CLOC version as developed by Busseri 
and Kerton (1997). Thus the conceptual framework that supports the research 
question considers the extension of TAM with the use of CLOC allowing the 
researcher to investigate the following hypotheses:
• H1 Consumer Locus has a positive effect to perceived usefulness.
Research has shown that educational interventions shift participants toward internal 
locus of control (Hans 2000; Hattie et a ll997) therefore the more customers may use 
online methods to book hotel rooms the more educated they become and the more 
likely that an Internal locus would have a positive effect to the perceived usefulness 
of such a website.
• H2 Consumer Locus has a positive effect to perceived ease of use.
Dessart and Kuylen (1986) show evidence that internals are more likely to act 
according to a plan, and booking online gives a platform that helps with the planning 
of holiday bookings and as such there should be an effect to how easy they perceive 
online transactions on the particular website to be.
• H3 Consumer Locus a positive effect to customer perceived enjoyment. 
Internals show an ability to entertain themselves more than externals (Workman and 
Studak, 2005) and as such perceived enjoyment should be more positive by 
internals.
• H4 Perceived Usefulness impacts on attitude to use the website to book a 
room.
• H5 Perceived Ease of Use impacts on attitude to use the website to book a 
room.
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PEU has been demonstrated to have significant direct effect on PU and Attitude 
(Davis, 1989). PEU is a stronger predictor of intention for those who perceive the 
Internet as less useful (Fusilier & Durlabhji, 2005).
• H6 Perceived Enjoyment impacts on attitude to use the websites for hotel 
room booking.
Van den Heijden (2004) shows that in hedonic systems perception of enjoyment has 
a significant impact on attitudes. As this study focuses on the leisure traveller the 
hedonic elements of planning and booking a holiday online suggest that PE would 
have an impact on attitudes.
• H7 Attitudes toward using the website impacts on intentions to use the 
website in the future.
Attitude toward an action exists as a unidimensional reaction toward the action as a 
whole (Ajzen and Fishben, 1980). Beliefs are seen as meaningful variables in their 
own right, which function as behavioural variables and are not regarded as surrogate 
measure of objective phenomena (Davis 1989). Empirical evidence suggests that PU 
and PEU are distinct dimensions. PU has a direct influence on Attitude (Davis, 
1989). PU has also been one of the strongest variables impacting usage intention 
(Venkatesh and Davis, 2000). People form intention toward behaviours that they 
believe will enhance their performance. This enhancement is instrumental in 
achieving various rewards that are extrinsic to the behaviour (Davis, et al., 1989).
• H8 Consumer Locus impacts on intention to use.
Busseri and Kerton (1997) and Busseri, Lefcourt and Kerton (1998) show some 
evidence on the predictability of CLOC to consumer behaviour and as such the tool 
could show some correlation with intention to use.
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For the purposes of this research, the researcher had to identify a hotel website that 
was stable enough in terms of design to enable participants that used the website to 
have a similar experience throughout the study. A number of websites of major 
companies were identified and were visited weekly for a period of three months to 
ensure that no major changes were happening to the website. Marriott.co.uk 
appeared to be the most stable of the five websites that were earmarked. The other 
four websites were Mandarinoriental.com, Hilton.co.uk, Radisson.com and 
Thistlehotels.com. Radisson was also a relatively stable website but Marriot was 
chosen after (during the pre-testing stage) participants revealed that Marriot was a 
more recognisable brand; the researcher felt that this could affect response rates and 
thus chose Marriott for the pilot study. Before the researcher could decide on 
whether to use Busseri et al.’s (1997) personality testing or Rotter’s (1966) original 
tool, he wanted to get a clearer insight into Busseri et al.’s (1997) tool which on face 
validity looked far more appropriate than Rotter’s (1966) original. It was decided that 
the pilot study would utilise Busseri et al. (1997) and Rotter (1966) to test any 
significant differences between the two tools and the perceptions measured. The 
findings suggested no significant correlation between the two tools but that was 
expected due to the differences of scale and the fact that whilst Rotter (1966) is 
measuring generalised beliefs, Busseri et al. (1997) are measuring beliefs related to 
the consumer experience. It is, therefore, possible for someone who scores as an 
external using Rotter’s (1966) Locus of Control (RLOC) to score as an internal using 
Busseri et al. (1997). Interestingly the pilot findings suggest a negative correlation 
between Busseri et al.’s (1997) Locus of Control (BLOC) testing and perceptions of
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usefulness and ease of use. The study explains in more detail the final choice (past 
the pilot stages) of the site and population sampling in the next chapter.
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5.7.1 The Questionnaire
In designing the questionnaire, the literature suggestions for good questionnaire 
design were taken on board. The questionnaire was word processed utilising 
Microsoft Word software. As the pilot study was going to be conducted using email, 
Microsoft word’s functionality of reports was utilised so that participants could simply 
click and select an appropriate answer from a drop down list, when attempting to 
answer closed ended questions. The questionnaire was comprised of a small 
section on demographics, Internet usage and hotel room booking attitudes -  this 
section was comprised of 9 items. The next section was the 20 item personality 
testing by Busseri et al. (1997). It was important for the research to ensure that all 
participants had used the same website to book a hotel online so the next section, 
comprised of 16 items, was designed so that participants were directed to the Marriot 
hotel website and asked to book a hotel room online. As they were doing so they 
were asked to record their answers on the 16 items of section 3. Section 3 included 
questions that were meant to ensure that the participants did visit the website and 
attempt to make a booking, and also included questions that aimed to understand 
consumer attitudes towards booking a hotel room online. The last section was 
comprised of 18 items testing perceptions of usefulness, ease of use, enjoyment and 
intention to use adapted from Van der Heijden, (2004). See Appendix A.
The Likert scale was utilised as it would ensure consistency between previous 
studies utilising the TAM model.
5.7.2 Stages of pre-testing
Whilst pre-testing the questionnaires, the researcher kept a log of all the changes to 
the original tool. Between 25/05/06 and 08/06/06, the researcher distributed the 
questionnaire to nine participants and the changes were recorded in three stages. At
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stages one and two, participants were observed to see how they would go about
using the questionnaire and visiting the Marriot website.
Stage 1: 25/05/06 -  27/05/06. Two participants
• Eliminated grammatical and spelling mistakes in opening statement and 
throughout questionnaire.
• Timed the questionnaire using 52k modem at connections 42.667bps. the 
average Participant would take 16 minutes.
• Took 16 minutes to finish questionnaire and 5 minutes to finish Rotter’s 
questionnaire.
• Changed annual income to household income.
• Rotter’s item 16, did not have a choice of answers. Took 5 minutes!
• Added items in the browsing of the Marriot website to make booking
experience more realistic.
• Added statement to ask participants to try to book hotel room as if this was a 
real booking, doing similar things they have done in the past.
• Added question about dates of arrival and departure.
• Purpose of visit.
• Hotel rate.
• Other preferences.
• Any further comments.
Stage 2: 27/05/06 -  30/05/06. Four participants
• Participants liked the clickable answers.
• Timed using 52k modem at 42.667bps connection. Participants took 30
minutes!
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• Participants did not quite understand “undergraduate degree” option changed 
to University Degree. And added College certificate/Diploma.
• Added explanation of what “item” in purchasing means, participants thought 
those questions were meant to be only for hotel rooms.
• Added: Please keep this page open to answer questions as you go through 
the website. Participants was not sure how to complete those questions.
• Added Ensure the COUNTRY field is BLANK before proceeding. Sometimes 
if participants had used Marriott before browser had cookie saved the United 
Kingdom in the country field.
• Changed “Please state how many possible locations for LONDON did the 
website suggest” to “How many countries have a city named LONDON 
according to this website”, as participants were unsure to what this question 
meant.
• Changed RLOC choice of answers from “A, B” to “a, b” to keep consistency. 
Participants took 10 minutes.
Stage 3: 02/06/06 - 08/06/06. Three participants
• Changed time it takes for questionnaire from 15-20minutes to 20-30minutes.
• Added: I would like to ask you to please READ through the questions on this 
page and the visit the following website.
• Corrected RLOC 5b spelling mistake.
• Made bold the message about keeping the word file open whilst browsing 
site.
• By this stage participants suggested that the two behavioural intention 
questions actually meant the same thing to them. So an extra item was 
added: “I predict that I will be using this site to book a hotel room in the 
future”.
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• Added section separators and numbered items as per participants' 
suggestions.
• Minor changes on page 5.
5.7.3 Administering the questionnaire
Between the beginning of June 2006 and the end of July 2007 the questionnaire was 
distributed to approximately 85 participants using convenience and snowballing 
sampling. Fifty completed questionnaires were returned but from those only 39 were 
usable and two more were usable when comparing the two personality tools. The 
other eight questionnaires either had most sections incomplete or the researcher 
could not be certain they actually visited the Marriot website since the questions 
testing this were answered wrongly or left blank.
5.7.4 Reliability and Validity
In testing the scale reliability of CLOC the Cronbach alpha was .915 showing a 
strong reliability of the scale (figure 5.40).
Figure 5.39 Reliability of the personality scale
The same can be said when testing the reliability of scale for the Technology 
Acceptance Model which shows a Cronbach alpha of .927 .
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Regarding validity, the face validity of the questionnaire is established as the sections 
designed measure what the researcher intended them to do. Content validity is also 
established through the literature both for BLOC and for the TAM.
5.7.5 Ethical issues
Because of the nature of the research, the researcher had to undergo an extensive 
and often exhaustive ethical approval process as established by the University of 
Surrey. Ethical approval was finally granted following a six month process (see 
Appendix B).
There are a number of techniques that can be utilised when looking at the data from 
the questionnaires. The personality test can be left as a continuing variable or the 
respondents grouped in internal, neutral, external, and some of the grouping tests 
such as t-tests, can be utilised.
5.8.1 Chi-square
The chi-square analysis method is a non-parametric technique. It is used when the 
variables are of a categorical nature. There are two types of chi-square tests: the 
chi-square for goodness of fit (also referred to as one-sample chi-square), and the 
chi-square test for independence (Pallant, 2001; Coakes and Steed, 1999).
The chi-square for goodness of fit applies to the analysis of one categorical variable. 
It explores the proportion of cases that fall into the different categories of a single 
variable and compares these with the hypothesised values. For example, the 
researcher would like to know whether the number of internals vs externals is what 
would be expected. This method was used to test if the research finding shows a 
significant difference towards internal vs external.
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5.8.2 Pearson correlation
Pearson correlation is used to explore the strength of the relationship between two 
continuous variables. Pearson correlation coefficients (r) ranges from -1 to +1, 
where the minus and plus signs indicate whether there is a negative correlation (as 
one variable increases, the other decreases), or a positive correlation (as one 
variable increases, so too does the other). A correlation of 0 indicates no relationship 
between the two variables (Coakes and Steed, 1999; Pallant, 2001). For instance, 
Pearson correlation can be used to determine the strength of the relationship 
between internal/externals and perceptions of usefulness, ease of use and 
enjoyment, as well as intention to use. Cohen, 1988 suggests that if r=.10 to .29 this 
shows small correlation, .30 to .49 a medium, and .50 to 1.0 a large correlation.
The findings from the pilot data suggest a negative correlation only for BLOC, and 
perceptions of usefulness and ease of use. This means that externals do not find 
the website as useful or easy to use as internals do. Furthermore correlations 
between usefulness and ease of use and intentions appear significant, as do ease 
and enjoyment, and enjoyment and intentions.
Another interesting finding, and one that is reported in the literature, is that internals 
tend to access the Internet more frequently than externals.
At this stage further tests are not reported but some other tests that can be utilised 
with the main survey include the following:
5.8.3 Multiple regression
Multiple regression is based on correlation but allows a more sophisticated 
exploration of the interrelationship among a group of variables (Pallant, 2001; 
Yamane, 1967). It is used when independent variables (predictors) are correlated 
with one another and with the dependent variable (Coakes and Steed, 1999).
5.8.4 T-test
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T-tests are used when there are two groups, for instance, male and female, internals 
and externals, or when there are two sets of data, for instance, before and after, and 
wanting to compare the mean scores on some continuous variables. There are two 
types of t-test: paired sample and independent samples. The paired sample t-test is 
also termed repeat measures; it is used to examine the changes on scores tested at 
time one, and again at time two. Often research employs a t-test when testing the 
samples’ changes in specific issues before and after a particular intervention or 
event. The samples are the same each time they are tested. The independent 
samples t-test, on the other hand, is used when there are two groups of samples 
and the research interests are to examine the differences between the two groups 
(Pallant, 2001).
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Decrop (1999a) argues for the benefits and value of qualitative research, particularly 
in the field of tourism and hospitality. He suggests that in developing hypotheses 
concerning relevant behaviour or attitudes, or to identify the full range of issues and 
views and to understand how a buying decision is made, a qualitative approach may 
be more appropriate. Furthermore, as explained in chapters two and three of this 
thesis, it is important to attempt to grasp a more holistic view of the consumer -  
something that quantitative techniques alone would not be able to capture. As such, 
whilst conducting some of the questionnaire-based surveys in person, participants in 
the extremes of CLOC were asked to participate in more in-depth interviews. In the 
findings, some of the views of these participants are recorded and compared against 
each other (internals versus externals) as there are hints that there may be more 
differences between the two types and how they engage in consumer purchasing 
activities, especially online ones.
Furthermore, a key strategy in overcoming the weaknesses identified in the pilot was 
to identify a site (preferably a hotel) that would allow the research to take place. By 
questioning customers with a relatively recent experience of booking hotel rooms 
online, the findings would suggest results from consumers who had recently engaged 
in the researched activity. As such, a number of sites were identified but ultimately a 
Boutique hostel was utilised as the case study for three key reasons. The first was 
the fact that hotels were very reluctant to allow the researcher access to their clients 
for obvious reasons (especially true for 5-star hotels who would consider such a 
research intrusive to their customers’ experience). The second was the likely 
demographic of the consumers there. The young age suggested that a good number 
of them would already be conversant with Internet usage. Third, this particular hostel 
received close to 90% of its bookings through their own main site and through a site
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that reserves rooms and beds for hostels. As such, Palmers Lodge appeared to be 
the best possible site the researcher could find and the management (after extensive 
negotiations, more on that in the Discussion of Findings chapter) were kind enough 
to allow the researcher to conduct the research there.
In order for the data to be of any value it was deemed important that the participants 
of the study were actual customers that had utilised hotel websites in order to make 
their bookings so that they could draw from their experiences when they completed 
the questionnaire or when they participated in an interview. A number of studies 
utilising the TAM had followed the strategy of using student cohorts -  McCloskey
(2003), Davis et al. (1989), Mathieson (1991), Taylor and Todd (1995), to name but a 
few. This could be fine in specific contexts but considering the literature, this study 
asserts that in cases where the PEU did not show sufficient evidence of correlation 
with the intention to use, a better sample, that had considered the context of the 
study in more depth, may have yielded far better (or simply different) results (e.g. in 
Pikkarainen et al., 2004; McCloskey, 2003). In these examples, Pikkarainen et al.
(2004) utilised a focus group approach which, considering the TAM variables, one 
can argue a group bias is highly possible since social norms can be affected by what 
other people say or think. In the second example, i.e. McCloskey (2003), the author 
chose to utilise 138 college students which looks more like a convenience sample 
than one that could have a more representative population of retail consumers. Also 
the fact that the researcher had to identify a sample that would exhibit the potential to 
have reached a normal range of CB (as per Albanese, 2002) so that the personality 
construct of CLOC would have any chance of yielding successfully measurable 
results needs to be considered. In the light of the.above thoughts, the utilisation of 
university students (although tempting because of the author’s occupation and
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access) was ruled out in favour of a target population (Neuman, 2000) that would 
have the potential of a lower bias. In the pilot stage, various hotel websites had been 
identified but asking people to visit a site and pretend to make a booking posed two 
issues. The first was that of time. On top of having to complete the questions for the 
TAM and LOG tools, participants also had to spend time visiting the chosen website 
and pretend they were making a booking (the keyword here being pretend). Having 
customers who did use the website in the past to make a booking would have yielded 
results of much greater context validity. The second was of resources, the author 
would have to spend time observing the participant visiting and using the chosen 
website. Although the observations could be recorded and provide a more insightful 
view on the process the participants underwent in accessing the site, the reality of 
such a methodological design meant that anything from 45 minutes to two hours 
could be needed for each survey, a resource that the author did not have unless the 
sample was extremely small which in turn would have posed methodological 
problems. In the end, the decision was made that a suitable hotel with a useable 
website would have to be identified from the author’s contacts in order to conduct a 
survey. It was hoped that the hotel owners would allow both access to their current 
consumers for interviewing purposes and provide the researcher with a database that 
could be utilised to email the survey to past customers.
5.10.1 Problems with the selection process
The site selection process began as early as 2005 and it took almost two years 
before a lucky break was apparent for the study and a potential hotel was identified 
(in this case a hostel) that would allow access to its customer base, albeit at the start 
reluctantly. In the beginning this study exhausted all personal contacts of the 
researcher through the Institute of Hospitality and friends and past colleagues from 
his earlier career in hotel management. The problem was that five and four star 
hotels are very reluctant to allow company outsiders direct contact with their
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customers for two reasons. The first is that part of the luxury product is to minimise 
possibilities of negative interference with the guest experience. The second is the 
more pragmatic approach of ensuring that no major accounts are lost to a potential 
competitor. Giving access to emails to someone from the outside could mean all 
sorts of trouble for the company. In a desperate attempt to identify a company that 
would allow any access at all major hotel and tourism-related exhibitions such as 
Hotelympia and the World Travel Market were visited. Contacts and promises were 
made, and emails exchanged but in the end it only resulted in more time lost and the 
study was back to square one and the idea of random sampling utilising university 
students was entertained(even that had its problems as gaining ethical approval to 
utilise staff and students in the pilot took the better part of four months).
5.10.2 Identifying Palmers Lodge
In the end luck came in a conversation with one of the researcher’s mature hospitality 
students who also worked in a boutique style hostel. A conversation about the 
student’s approach to research prompted the student to ask more about the author’s 
PhD research and when the student explained that the management of her 
establishment had an outward thinking on research, this seemed like an opportunity 
not to be missed. Furthermore the beauty of the property is that it takes a very high 
percentage of its bookings through online media namely hostelworld.com and its own 
website http://www.palmerslodqe.co.uk/. When discussing the type of traveller and 
demographics of the customer base with the management of Palmers Lodge it 
became more apparent that this would be a great fit for the purposes of this research. 
The relationship with and opportunity to utilise Palmers Lodge began in November 
2007 but it would only become possible to actually start collecting data in May 2008. 
Overall it had taken three years to reach this stage and the author although 
exhausted by the process of this research could not have been happier. Finally a 
real breakthrough.
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5.10.3 A multimode strategy of data collection
Happiness would only last briefly as it became apparent that the relationship with 
Palmers Lodge management was in its infancy and for them to allow access to their 
databases would have been too much to ask. At first it was agreed that paper 
questionnaires would have to be handed to current customers willing to participate in 
the research. The customer demographic meant that the majority of the travellers 
had an affinity with researchers as they had done research for their degrees relatively 
recently, and also they tended to be the kind of traveller who would be open to new 
ideas and a number of them were curious to know their LOG scores and learn a little 
more about themselves. From mid May 2008 to near the end of July 2008 the author 
spent approximately three to four hours in the reception area of the hostel every day 
of the week approaching customers who would be open to the idea of completing a 
questionnaire. This process allowed for the quick identification of LOG externals or 
internals and when a participant was identified with a high internal score or an 
external score they were invited for an interview in the café or the bar (where drinks 
were offered as a reward- a great motivational tool) and more in-depth interviews 
would be conducted. Over the period, a total of 300 surveys were conducted with 
only 10% of those identified as externals, the amount of internal LOG scores 
originally was not expected in the study, but this could be explained by the fact that 
staying in a hostel is a more adventurous type of tourism and it is highly likely that the 
majority of customers may be internals. On top of being there in person at the hostel, 
questionnaires were left in all communal areas for potential participants to fill them in 
(although the return from that exercise was very low). Furthermore, an online version 
of the tool existed and all the PCs in the communal areas had a screen shot (figure 
5.45 ) that prompted customers to complete the questionnaire. Palmers Lodge 
management was kind enough to allow a link to be created directly from their website 
which showed their support to their customer base.
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Figure 5.40 Palmers Lodge Screensaver
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Nearing the end of the period, the hostel manager who would see the author in the 
lobby nearly every night and weekends finally gave in and suggested that the 
database could be used and emails to be sent to past customers. That night in the 
manager’s office an email was sent to a database of 10,000 emails (the database 
was carefully chosen from emails of customers who had stayed before May 2008 to 
avoid duplication of responses. Approximately 10% of those bounced back because 
of faulty email addresses but over the next weeks the online version of the 
questionnaire that so far had received only two replies, received a surprising 320 
more replies. Some of those were not usable at all (simply comments with no data 
input) which had to be omitted leaving the total to 602 usable surveys, 300 paper 
based and 302 online based surveys. Although 3.5% may appear to be a very low 
percentage of return, this could be explained by the fact that the survey may 
appeared lengthy or that the reward for completing the survey was not tempting 
enough. Participants were allowed to send their email on a different screen, securing 
anonymity, by entering a raffle for 10 bottles of champagne.
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Primary data collection methods can be categorised as quantitative or qualitative. 
Whilst quantitative methods are mainly focused with patterns in numbers, qualitative 
primary data are concerned with patterns or analysis of content (Punch, 1998). Both 
quantitative and qualitative data collection techniques have their distinct advantages 
and disadvantages (Henderson, 1990; McDaniel and Gates, 1993). As methods are 
closely related to the philosophical paradigm of each researcher, advantages and 
disadvantages of quantitative and qualitative techniques are similar to advantages 
and disadvantages of paradigms. One of the main arguments between paradigms is 
that of methods used and suggesting that qualitative is better than quantitative or 
vice versa would ignore the specific objectives of each research and the 
philosophical approach of the researcher. Figure 5.46 exhibits the various types of 
collection method that are available to the researcher. With such a varied “armoury” 
of tools, deciding on the correct approach has not been an easy task.
Figure 5.41 Overview of Collection Methods
Field Focus
Group
Psychological
testing
Personal
'
Lab
Postal
Telephone
Online
Surveys
Group Individual
Structured
Observation Qualitative
Unstructured
Semi-structured
Experimentation
Interviews
Naturalistic
inquiry
Source: based on Clark et al., 1998; Saunders et al., 1997.
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The following sections explore the specifics of the quantitative and qualitative data 
collection methods as described in the relevant literature. A review of various 
qualitative and quantitative methods can be found in appendix C.
5.11.1 Understanding Sampling
Conducting a research using primary methods requires the identification of a sample 
of the “population”. Population in research is a term used to refer to the total 
subjects that are the focus of the research (Ticehurst and Veal, 1999; Veal, 1997). In 
hospitality and tourism research, the subjects tend to be people, for example, hotel 
customers or visitors to a destination. Some studies may focus on study units, for 
example investigating a hotel facility. “Target population”, on the other hand, is the 
specific subjects in the total population that the researcher wants to target to study 
(Neuman, 2000). For example, a research about Michelin star rated restaurants in a 
city makes such restaurants the target population, whilst all restaurants in the city 
are the total population. Once the target population is identified, a proportion of that 
population is then studied, simply because the time and costs can make it hard to 
study the whole of the population. Studying the whole of a target population may 
only be possible in research projects where the researcher has decided to study a 
specific company, for example, interviewing all employees in a hotel. The subjects 
selected to be studied are called the sample (Finn et al., 2000; Sarantakos, 1998; 
Veal, 1997). There are procedures to follow to ensure that the sample is 
representative of the population, or the research findings will be biased (Jennings, 
2001 ; Finn et al., 2000; Saunders et al., 1997).
5.11.2 The sampling process
The process of sampling aims to minimise the bias in the sample in order to achieve 
its representativeness to the population. There are two broad styles of sampling: 
systematic and non-systematic. Systematic sampling is also referred to as 
probability sampling, where each study subject has an equal opportunity to be
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selected. Probability sampling is also called random sampling, which is a commonly 
used method when the background information of the target population is unknown, 
and it is often associated with quantitative research methods. Non-systematic style 
is also called non-probability sampling, or non-random sampling. In the practice of 
non-probability sampling, each subject does not have an equal opportunity of being 
selected (Finn et al., 2000; Jennings, 2001; May, 2001; Veal, 1997). Table 5.9, 
illustrates the differences between probability and non-probability sampling 
according to Jennings (2001 ).
Table 5.10 Probability and non-probability sampling
. f i n i  | I ^  D M Ï Q & R M K j
Selection of subjects Structured and systematic Non-structured
Subjects' opportunity 
to participate in 
research
Equal opportunity Unequal opportunity
Reflexivity of 
population
Representative Non-representative
Applicability of Findings can be Findings are study-group specific
findings generalised
Source: Jennings (2001).
5.11.17 Probability sampling
There are four main types of probability sampling: simple random sampling, 
systematic sampling, stratified sampling and cluster sampling (Jennings, 2001; Finn 
et al., 2000; Denscombe, 1998). In the following sections each type of probability 
sampling is explained.
5.11.17.1 Simple random sampling
Simple random sampling (SRS) is a sampling scheme with the probability that any of 
the possible subsets of the sample is equally likely to be the chosen sample.
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SRS is the classic type of random sampling -  other forms are variations of 
procedures of this type. It is carried out by drawing subjects from the target 
population in a manner that each subject has the same chance to be chosen. For 
example, a way of selecting the sample would be by means of a table of random 
numbers, often generated by a computer program. Such a method requires statistical 
independence of the subjects being sampled: the selection of each sample does not 
depend on the selection of any other subject (Finn et al., 2000). Subjects in the target 
population are given a number or a code, and the times that samples are drawn from 
the population is determined by how many numbers of samples are needed for the 
research. For example, the target population is one hundred, and ten samples are 
required for the study, the population would be assigned a number ranging from one 
to hundred, and ten selections from the population of one hundred would be 
contacted.
5.11.17.2 Systematic sampling
Similar to SRS, with systematic sampling each person has the same chance of 
being selected from the sample. Systematic sampling is considered to be the most 
direct and least expensive sampling method (Finn et al., 2000). The procedure of 
systematic sampling starts in the same way as SRS. Numbers are assigned to each 
subject in the target population. For this reason this method is also referred to as a 
systematic sample with a random start. Following the determination of sample size, 
the total number of target population is divided by the sample size (this is known as 
the sample ratio) to find the sampling fraction n (sampling interval), using the 
random number table to decide the starting point, and select every nth subject before 
or after that starting point until the desired samples have been chosen.
Periodicity is a possible weakness of this sample. It is possible that a prearranged 
list coincides with the sampling interval, thus making the sample non-random. To 
reduce the possibility of such an occurrence, a researcher can divide the population 
into equal parts and take different random starts and use different sampling fractions
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in each part. In tourism and leisure research, Veal (1997) suggests two ways a 
researcher may operate systematic random sampling. Firstly, the researcher is 
stationary and the users/visitors are mobile, for example research at a hotel 
entrance. The second possibility is that the visitors are stationary but the interviewer 
is mobile, for example research at a camping site.
5.11.17.3 Stratified random sampling
With stratified random sampling, the researcher needs to understand the target 
population in order to divide the population into sub groups (strata). Separate 
samples are then selected from each sub group. The ultimate function of 
stratification is to organise the population into homogeneous subsets and to select 
the appropriate number of elements from each. For example, if research into the 
gender differences in selecting five star hotels is to be carried out, the researcher 
can divide the target population into two sub groups -  men and women -  and select 
samples from these two groups according to the proportion of men and women in 
the total population. Systematic sampling or SRS can then be used with each sub 
group until the desired number of samples is selected. Some reasons for 
stratification may be to increase sample efficiency, or to ensure that certain key sub 
groups will have sufficient sample. Finally the creation of strata permits the use of 
different sample designs for different portions of the population.
5.11.17.4 Cluster sampling
This sampling method is used when a researcher wishes to study clusters in large 
geographical areas (Finn et al., 2000; Jennings, 2001). Cluster sampling is usually 
used to minimise the costs of collecting data. First, the geographic area is divided 
into “clusters,” such as school districts, blocks, or regions. Then, random or 
systematic sampling is used to select a subset of the clusters. All members of the 
population of interest within the cluster make up the sample. For example, rather 
than randomly sample five star hotels throughout a city, the city could be divided into
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sub groups based on postcodes. A subset of postcodes would then be selected 
randomly from the set of all postcodes in the city. The sample would consist of all 
the five star hotels in the selected postcodes.
5.11.18 Non-probability sampling
With non-probability sampling the probability of inclusion in the sample is unknown. 
Because the selection of participants is done by the researcher, bias can easily 
occur (Finn et al., 2000). For example a researcher may feel more comfortable in 
approaching same gender participants and thus introduces bias into the sample. 
The main types of non-probability sampling techniques include convenience 
sampling, expert, quota & dimensional, purposive, and snowball sampling.
5.11.18.1 Convenience sampling
With convenience sampling the researcher does not utilise a systematic approach to 
the selection of samples. Convenience sampling refers to the researcher's selection 
of participants being based on the convenience of approaching those samples at a 
given time and space (Denscombe, 1998; Finn et al., 2000; Jennings, 2001). There 
is a strong possibility of bias as personal preferences may determine the selection of 
samples or the inconvenience of travelling to distant locations may exclude 
necessary samples. Therefore convenience samples often lack the ability to reflect 
and represent the target population.
5.11.18.2 Expert sampling
Expert samples are normally used for the richness of information from people that 
the researcher identifies as “experts”. Such samples are usually used in focus group 
discussions, or for in-depth interviews and the participants use their expert 
knowledge of the research topic to make comments or express opinions (Jennings, 
2001). Expert sampling may be used to triangulate findings deriving from a different 
sample. For example, a research into customer satisfaction in five star hotels may 
show factors such as quality or value for money. Five star hotel managers may then
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be interviewed to gain their opinion or knowledge in order to validate the research 
findings.
5.11.18.3 Quota sampling
With quota samples, the researcher selects quotas to represent the target 
population. The target population is divided into sub-groups according to the 
represented percentages of predetermined variables (for example, age group, sex, 
economic status, or religion) in the target population. Samples are then drawn using 
convenience sampling from each sub-group. This type of sampling is often utilised in 
market research (Finn et al., 2000; Jennings, 2001).
5.11.18.4 Dimensional sampling
Dimensional sampling is an extension of quota sampling. The researcher takes into 
account several characteristics such as gender, age, income or education and 
ensures there is at least one person in the study that represents that population. For 
example out of a certain population the researcher ensures that n participants are of 
a certain gender or fall within a particular income range (Finn et al., 2000; Jennings, 
2001).
5.11.18.5 Purposive sampling
Participants from the population are selected because they have certain 
characteristics as determined by the researcher. In order to use this technique, the 
researcher must know something about the relevant characteristics of the individual 
members in order to determine who is the most appropriate to include in the 
samples. This sampling method is also known as judgemental sampling (Finn et al,, 
2000; Jennings, 2001). Purposive sampling is often used when selecting times for 
observations. For example, if the researcher wishes to investigate the smoking 
behaviour of hotel employees following the smoking ban, the researcher will choose 
those time intervals that are most likely for those employees to have breaks.
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5.11.18.6 Snowball sampling
With snowball sampling the researcher utilises participants’ contacts in identifying 
the population being studied. Snowball sampling is also called chain referral or 
network sampling (Neuman, 2000). Such methods may be used when the 
researcher has difficulty in reaching participants, and often the target population is of 
a special nature, for example disabled consumers’ attitudes to five star hotel service. 
People that are part of such specific population groups often know each other, whilst 
for an outsider it may be difficult to obtain such information as they are not within the 
network (Finn et al., 2000).
5.11.19 Sample Size
The size of sample in any research may be affected by the available funding, time 
and human resources to carry out the research (Finn et al., 2000; Ryan, 1995). The 
level of precision required will also affect the size of the sample. The degree of 
precision can be explained by the extent to which the sample reflects the population 
(Veal, 1997). In other words, precision is the degree of error that can be tolerated in 
the research (Finn et al., 2000; Veal, 1997). Often researchers seek to achieve a 
95% precision, i.e. 2.5% of the sample falls on either side of the normal distribution 
of the population (Finn et al., 2000; Veal, 1997). For example, from a sample of 100 
participants randomly selected, 95 will produce the statistical values that are 
representative of the statistical values of the population. Yamane (1967:579) 
interprets precision as “the length of a confidence interval”. The smaller the length of 
confidence interval, the more precise the confidence interval will be, and the larger 
the samples that are required.
Often a debate arises amongst researchers about whether the size of the sample 
affects the results, with the misconception that the larger the sample the better 
(Saunders et al., 1997). However, it is far more important for the composition of the 
sample to be representative as the minimum size can be relatively easily estimated.
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In quantitative research, the sample size is usually larger than in qualitative research 
and thus a debate about which may be the better technique arises. According to 
Krejcie and Morgan (1970), when the target population is known, the size of sample 
does not increase in linear relationship with the increasing size of the known target 
population: when the known target population is small, it is necessary to select more 
samples in order to generalise the research findings to the population. Research, 
where the target population is large, is not likely to survey the entire population, 
furthermore determining that sample size does not necessarily imply that the size of 
sample carries some form of relationship to the target population, such as a certain 
percentage of the population must be selected as samples (Ticehurst and Veal, 
1999).
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Balancing the quality of data obtained and the way information is presented to 
participants requires careful consideration when designing questionnaires. 
Researchers must take into account the types of question that need to be included in 
order to collect the required data. The style and wording of the questions and the 
presentation of the questionnaire must also be considered in order to meet the 
research objectives or test a research hypothesis (Finn et al., 2000; Jennings, 2001; 
Oppenheim, 1992). A badly designed questionnaire is likely to yield little response 
and the findings may be of no value to the researcher. A covering letter should 
introduce the participants to the research objectives and if correctly worded will instil 
some interest and motivate potential participants to respond. From an ethical point 
of view it is crucial that confidentiality and anonymity of participants is guaranteed.
In quantitative research, hypotheses are the focus of the research (Kumar, 1996). 
As mentioned in the quantitative methods section of the chapter, questionnaires are
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used to test such hypotheses. Punch (1998:39) suggests that a hypothesis is “a 
predicted answer to a research question". In testing the hypotheses, the researcher 
considers at least two variables: the independent and dependent. The former is also 
referred to as a causal or change variable and the latter is also called an outcome 
variable (Neuman, 2000; Kumar, 1996). Neuman (2000) describes hypotheses as 
causal hypotheses that state a tentative relationship between variables. Null or 
alternate hypotheses state the opposite of the causal hypotheses. The findings of 
the research will support the acceptance or rejection of the hypotheses.
5.12.1 Types of question
The types of question utilised tend to be open or closed questions (Finn et al., 2000; 
Oppenheim, 1992; Veal, 1997). With quantitative studies, the majority of the 
questions tend to be of the closed ended variety as they can be easily coded and 
data manipulated so that statistical relationships can be reported. As mentioned 
before, the strength of quantitative methods is in the security of the objectiveness of 
the data.
5.12.2 Closed ended questions
The advantage of closed ended questions is that the participants find them easier 
and faster to respond to rather than open ended ones. Furthermore, the researcher 
can easily code the answers for input into statistical software for analysis. The 
disadvantage of closed questions is that the depth and richness of the responses is 
not as good as with open ended questions, because the respondent is compelled to 
choose an answer which is best related to what they truly feel or think from a set of 
pre-coded answers (Finn et al., 2000; Oppenheim, 1992). If the questionnaire is 
administered by the researcher, s/he can probe further by asking the research 
participants to explain the reasons for their answers. According to Oppenheim 
(1992), closed questions can be used to collect factual as well as attitudinal
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information; however, caution should be exercised when probing for reasons, in 
order to reduce the risk of interviewer bias resulting from the researcher's direct or 
leading questions.
The coding of closed ended questions often requires the use of a scale and one of 
the most utilised in tourism and hospitality research is that of Likert (Clark et al., 
1998). Likert developed a rating scale to measure attitudes in 1932 (Jennings, 
2001). The popularity of the Likert scale is because it is easy to construct and 
administer; it requires respondents to indicate their degree of agreement or 
disagreement with a statement, or set of statements, concerning a specific topic 
along a continuum scale.
Likert scaling is a bipolar scaling method, measuring either positive or negative 
response to a statement. Sometimes a six or four-point scale is used; this is a forced 
choice method since the middle option of “neutral” is not available. There is conflict 
as to whether a certain number of points yields better reliability. In tourism and 
hospitality research, a seven point Likert scale is often used with answers such as: 
strongly agree, somewhat agree, agree, neutral, somewhat disagree, disagree, and 
strongly disagree, and these positions are given scores of 1 to 7 (or 7 to 1 for 
reverse scoring). The scores not only allow the researcher to code the questions into 
a statistical package easily, they also enable the researcher to analyse the statistical 
facts of these statements. For instance, when “strongly agree” is coded as 7 and 
“strongly disagree” as 1, a statement with a mean value of 6 enables the researcher 
to report that the degree of participant agreement with this statement is high. 
Depending on how the question is phrased (i.e. positively or negatively) it may be 
that some questions will have to be reversed scored (Clark et al., 1998).
5.12.3 Open ended questions
When a researcher wishes to collect more in-depth information about a particular 
concept, open ended questions can be utilised. With such questions, participants
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can express themselves freely and often the richness and spontaneity of expression 
from the respondents are likely to form the basis of new hypotheses (Oppenheim, 
1992). The disadvantage of open questions is the difficulty of classifying the 
answers. Coding the responses may result in some of the richness of the replies 
being lost. On the other hand, reporting the full range of answers may become 
unrealistic. A common practice of analysing open questions is to identify some unity 
in the answers, and some of the answers are reported in full in the final report 
(Oppenheim, 1992).
Researchers will often wish to test their questionnaire before engaging in a large 
scale survey. Before a researcher is ready to engage in a pilot study to test the tool, 
s/he should pre-test the questionnaire in order to identify weaknesses in the tool 
design. Pre-testing involves administration of the questionnaire to a small number of 
people to test the measures or questions a researcher intends to use. It is important 
that the participants of the pilot are similar to the target population (Finn et al., 2000). 
The purpose of pre-testing the questionnaire is to examine how well the questions 
and instructions are understood so that difficult to understand questions can be 
identified, enabling the researcher to perfect the tool prior to the pilot study taking 
place.
A pilot study, is a small-scale trial of a large survey (Finn et al., 2000; Jennings, 
2001; Oppenheim, 1992; Veal, 1997). There are different suggestions as to how 
many participants should be included, Finn et al. (2000) think 25 interviews or 
surveys are sufficient, whereas Jennings (2001) recommends that at least 50 
participants are needed in order to determine the effectiveness of the survey 
instrument and the procedure of the survey. Using a pilot study enables the
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researcher to test wording, question sequence, layout and presentation. The 
researcher is more familiar with the process and can estimate response rates and 
check if the questions are understood consistently by all the participants. Finally, the 
pilot study results enable the researcher to test the reliability and validity of the tool 
(Finn et al., 2000; Oppenheim, 1992; Veal, 1997).
5.13.1 Reliability and validity
Reliability is the consistency of the tool measurement, or the degree to which the 
instrument measures the same way each time it is used, under the same conditions 
and with the same subjects. In other words a measure is reliable if a person’s score 
on the same test given twice is similar. As Jennings (2001) suggests, researchers 
must check that research questions and measures used to collect data are reliable 
and valid in order to stand up to scrutiny. According to Finn et al. (2000) reliability is 
the extent to which research findings would be consistent if the research were to be 
repeated at a later date.
Babbie (1990:132) argues “Reliability is a matter of whether a particular technique, 
applied repeatedly to the same object, would yield the same result each time. 
Validity, on the other hand, refers to the extent to which an empirical measure 
adequately reflects the real meaning of the concept under consideration" Babbie 
(1990) goes on to suggest four types of validity: face validity, criterion-related 
validity, content validity and construct validity.
Face validity means that the tool looks as if it is measuring what it is supposed to 
measure. For example in a research that attempts to measure the effects of 
personality characteristics on perceptions of usefulness, it would be imperative for 
some questions to measure personality characteristics whilst some questions 
measure perceptions of usefulness.
Criterion-related validity, also known as instrumental validity, is used to demonstrate 
the accuracy of a measure or procedure by comparing it with another measure or
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procedure which has been demonstrated to be valid. According to Jennings (2001) 
criterion-related validity is associated with establishing measures that will be able to 
predict future outcomes relative to particular criteria.
Content validity, also known as logical validity, refers to the use of measures that 
incorporate all of the facets relating to a concept. For instance, when researching 
visitors’ travel experience, the questions should include asking them not only about 
“travel to” and “on site” experiences, but also their decision-making processes, travel 
planning, experiences of returning home, and travel experiences that involve 
multiple destinations (Jennings, 2001).
Construct validity is a measure that consists of several indicators that are 
theoretically sound. For example, in a study of travel motivation, Maslow’s (1943) 
hierarchy of needs can be used to provide different indicators for motivation, such as 
survival, belongingness, self-esteem and self-actualisation (Jennings, 2001).
Finally, it is worth mentioning that the differentiation between internal validity and 
external validity is often made (Finn et al., 2000). Internal validity is the approximate 
truth about inferences regarding cause-effect or causal relationships. Thus, internal 
validity is only relevant in studies that try to establish a causal relationship. It is not, 
for example, relevant in most observational or descriptive studies. External validity, 
on the other hand, refers to the extent to which the research results can be 
generalised. This is also referred to as the representativeness of the results (Finn et 
al., 2000). Participants may exaggerate their responses or find it difficult to recall 
past experiences, therefore the validity of data collected from questionnaires is a 
constant source of concern. One technique to increase the validity is to include two 
or more questions in different parts of the questionnaire which in fact ask the same 
thing. In so doing, the responses can be tested for consistency (Veal, 1997).
There are two aspects of external validity, namely “population” and “ecological”. 
Population validity is about whether the research can be generalised to other groups 
of people outside the researched sample. If sampling has been conducted using
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probability methods, then the research findings can be generalised to the population 
from where the sample is drawn. Ecological validity refers to generalisation to other 
settings as a form of validity in an experiment. For an experiment to possess 
ecological validity, the methods, materials and setting of the experiment must 
approximate the real-life situation that is under study (Brewer, 2000)
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5.14.1 Analysing the Quantitative data
The plan for analysing the quantitative data includes the presentation of descriptive 
statistics for key demographics in order to allow the readers to get a better 
understanding of the sample. Considering that convenience sampling was 
effectively utilised for the collection of the data and the researcher ended with two 
samples it is important to run chi square goodness of fit for some of the demographic 
data of the samples to establish if they can be merged into one usable sample.
Then Reliability of Scales tests will run for the CLOC and TAM scales and if 
Cronbach equals or is larger than 0.7 the reliability of the scales will be accepted 
(Nunnaly, 1978; Saunders et al,. 1997). The item to total correlation of the scales will 
be examined and anything lower than 0.19 will suggest that a question item may not 
have been very clear. Values of 0.2 and above will suggest a good discrimination 
Saunders et al (1997). Tests examining correlations between variables will be run at 
0.95 to 0.99 confidence interval.
Concurrent validity tests will be conducted for both the CLOC and the TAM scales to 
confirm significance at the 0.01 level (1-tailed).
Scores will then be summated for the CLOC and PU, PEOU and PE the scores for 
each variable will be utilised to run Spearman correlation tests to test the significance
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of correlations between each variable. Hypotheses with the p-value at either 0.01 or 
0.05 will be accepted. Finally in the study a exploratory factor analysis will test the fit 
of the proposed model. Henry and Stone (1994) suggest that, for a good model fit, 
chi-square/degrees of freedom should be less than 3.0, GFI, NFI, NNFI, and CFI 
should be greater than 0.90 with an RMSEA of less than 0.5 These benchmarks will 
be used to assess the model. Using SPSS 17 the TAM and Cloc items will be 
reduced. The reduced factors for the TAM variables and the CLOC construct will be 
utilised in running the exploratory factor analysis using the SPSS extension of AMOS 
v17. Standardized coefficients that are greater than 0.8 are considered large, 0.5 
moderate, less than 0.2 small.
5.14.2 Analysing the qualitative data
The researcher takes a thematic approach in synthesising the qualitative data. He 
hopes to identify important themes that will help further understand the process the 
customers of the hostel went through when making their bookings. Findings will be 
summarised under thematic headings and the information will be tabulated allowing 
identification of prominent themes and offering structured ways of dealing with the 
data in each theme see: Thomas and Harden (2008).
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This chapter was organised into three sections. The first section looks at the 
philosophy of research and explores various paradigms and contrasting schools of 
thought. The second section describes the process that the researcher undertook in 
designing the research tool and pre-testing and testing the tool prior to engaging in 
the main study. The final section is an overview of the reality and operational issues
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of research and establishes some of the key readings the researcher undertook in 
deciding the best methodological approach.
P age |175
Locus and TAM of Hostel Consumers loannis S Pantelidis
CHAPTER StX
( V *  I ' L v . h ' . " ' '
This chapter presents the quantitative and qualitative findings of the thesis and 
discusses them in relation to the literature. The chapter begins with some thoughts 
on joining the two samples (offline and online samples) The study then presents the 
demographic findings of the study, and continues with an analysis of the reliability 
and validity of the CLOC and TAM. The eight hypotheses are then analysed utilising 
correlation tests . Then CFA is run to test the extended technology acceptance 
model.
6.1.1 Merging the online and offline samples
The decision to join data from two different data collection media is not unknown to 
literature. Schaefer and Dillman (1998) suggest that, in order to achieve a more 
representative population sample, a researcher may adopt a multimode strategy of 
data collection, for example approaching potential participants via email and by post. 
However, in order to be certain of the compatibility of the two samples, the original 
sample percentages were used to run a chi-square for goodness-of-fit for the sample 
obtained online.
Four variables were tested to identify any discrepancies that may have been 
statistically significant. These were age, gender, Internet access and Internet usage. 
The chi-square goodness-of-fit tests for both age and gender indicate that there was 
no significant statistical difference (sig = .000) in the proportions of age or gender for 
the online participants as compared to the paper-based participants. Similarly, no 
significant statistical difference in the proportions of Internet access and Internet 
usage is reported (sig = .000 and sig = .070 respectively. Regarding the goodness- 
of-fit for the LOG, the sig = 0.01. Considering there was no discrepancy of statistical 
significance in the distribution of the two samples, the researcher decided that it was
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appropriate to merge them (Paper n=300 and Online n=302) and run the frequencies 
and tests with a merged sample of n=602.
The following sections look at the descriptive data of the sample.
6.2.1 Gender
There was a surprisingly higher number of female participants in the data with a 
63.8% female versus a 36.2% male population.
Table 6.11 Gender, Age, Education and Income frequencies
Statistics
Gender Age Education Income
N Valid 599 599 595 542
Missing 3 3 7 60
Mean 1.64 1.94 2.63 2.28
Median 2.00 2.00 3.00 2.00
Std. Deviation .481 .594 .913 1.233
Previous studies seem to show an increasing number of female participants but not 
as high a difference. For example Hugh et al. (2009) report a 46.4% to 53.6% ratio 
of males to females in their research. The 36-64 ratio appears consistent between 
the two modes of data collection and one explanation for the high number of female 
participants could be that female consumers may be more in tune with their need to 
better understand their personality and found the research design more appealing 
than males. Literature suggests a higher empathy amongst females than males (for 
example Mestre et al. 2009).
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6.2.2 Age
As expected, the majority of the participants were in the range lower than 36 years of 
age. More specifically 68.9% of the participants were in the range of 22-35 with only 
19% of participants under 21. Users of this demographic are also expected to be 
experienced Internet users.
6.2.3 Nationality
There was an interesting mix of nationalities (with a total of 50 different nationalities) 
of users that participated in the survey. The following table illustrates the 
percentages per nationality. The interesting result of 32% USA users and 13% 
Canadian offers the opportunity to reduce the data into European, Canadian, USA, 
Australian and others, for ease of correlation analysis of nationalities versus some of 
the LOCUS and the TAM variables.
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Figure 6.42 Nationalities of study participants
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Figure 6.42 shows the nationalities of participants of the study. European 
nationalities were merged into one variable as well as Australia, New Zealand and 
Singapore, Canada and USA were left and all other nationalities were merged giving 
more useful demographic data that can be used in data analysis.
6.2.4 Education
Considering the level of education of the participants, the data suggests a 63.5% of 
all participants having a degree or higher level of qualification. It would be 
interesting to see if any significant results appear with education and the LOG 
construct as well as the TAM variables. The sample has an interestingly high 
number of internals and as such nothing of significance was expected from the LOG 
but there may be a difference in PU from the TAM construct and possibly PEU.
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The overall high level of education also goes hand in hand with the access to and 
usage of the Internet. Unexpectedly, the results showed a negative correlation 
between education and Internet usage. What we cannot tell from the results are the 
reasons the users are using the Internet (as this was not measured here); if, for 
example, the Internet is used mainly for entertainment purposes, then the negative 
correlation may be easier to understand.
6.2.5 Household Income
The household income of participants was low as was expected both from the age 
groups and the fact that a hostel would be used by consumers who wish to save 
when travelling rather than spend great amounts of money on luxury hotel 
accommodation. Just over 61% of the participants have a household income of lower 
than the 20k per annum mark. Only a 19.3% report an annual income of over 40k 
per annum. It is worth mentioning that quite a large percentage (10%) of participants 
chose not to disclose their income levels.
6.2.6 Internet Access
This question was an attempt to identify where the participants tend to access the 
Internet (a qualifying question was if they used the Internet to book this 
accommodation). A large percentage of the participants tend to access the Internet 
from their home (43.5%) with public access pc (33.9%) and wifi access via laptops 
(14%).
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Figure 6.43 Internet access of participants
loannis S Pantelidis
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6.2.7 Internet usage
This variable verifies the fact that choosing Palmers Lodge as a case study was a 
good decision as the sample of participants was for the vast majority heavy Internet 
users. Not a single one gave the answer “rarely” which was available in this question 
and 95.5% of the participants were daily users of the Internet, with 4% using the 
internet at least twice a week.
6.2.8 CLOC Frequencies
This was an interesting exercise as the 14 point CLOC tool was reduced to an 
average score point for each participant from a scale of 1 to 7. A user with neutral 
LOC would be scoring a 4. Lower than a 4 the user is deemed to have an internal 
locus whilst higher than a 4 the user is deemed to have an external LOC. The 
highest score was from one user with a score of 5. From the total users that 
participated in the study an amazing 538 were internals with only a mere 47 of 
externals; this represents an 89.5% of all users that participated having a high
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internal LOC. If one accepts the using of a hostel as a more adventurous form of 
accommodation, the suggestion that internals are more likely to utilise it may be true.
Furthermore if we convert the scorings to simply 4 as neutrals and any score lower 
than 4 would be internals versus anything over 4 would be externals, we get a clearer 
picture of the difference between externals and internals in the sample.
Figure 6.44 CLOC -  Internals and Externals
6 3 ReiiaW of scales
Nunnaly (1978) has indicated 0.7 to be an acceptable reliability coefficient although 
lower thresholds have been known to be utilised in literature.
Locus of control
Neutral
3%
External
8%
■
Internal
89%
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6.3.1 Reliability of Scales: CLOC scale 
Table 6.12 Reliability statistics of CLOC tool
Case Processing Summary
N %
Cases Valid 563 93.5
Excluded(a) 39 6.5
Total 602 100.0
(a) Listwise deletion based on all variables in the procedure
Reliability Statistics
Cronbach's
Alpha N of Items
.733 12
In order to get improve the reliability of the scale two items from CLOC where deleted 
namely items 10 and 11. By removing those items the Cronbach’s Alpha was 
improved from 0.53 to 0. 733.
The item to total correlation ranges from the lowest of 0.216 to 0.524 (see appendix 
D) which suggests that the questions where not confusing or ambiguous. Saunders 
et al (1997) suggest that under 0.19 a question is not discriminatory, values above 
0.2 to 0.39 indicate good discrimination and above 0.4 indicate very good 
discrimination.
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6.3.2 Reliability of Scales: the TAM scale
Table 6.13 Reliability statistics of the TAM tool 
Case Processing Summary
N %
Cases Valid 540 89.7
Excluded(a) 62 10.3
Total 602 100.0
(a) Listwise deletion based on all variables in the procedure.
Reliability Statistics
Reliability Statistics
Cronbach's Alpha
Cronbach's Alpha 
Based on 
Standardized Items N of Items
.846 .862 18
One item (6th item of the TAM questions) has an item to total correlation of 0.199 
which suggest a possibly confusing question to participants. The word 
“cumbersome” was possibly not fully understood by the international customers that 
participated in the study. However the item to total correlation for the rest of the 
TAM items ranges 0.344 to 0.588 (see appendix E) which suggests a strong to very 
strong discrimination (see Saunders et al., 1997).
{. ..  ' .X ;
The content validity of the Locus of Control Instrument has been firmly established in 
the literature and has been examined in chapter three of this thesis. Bussed and 
Kerton (1997) and Lefcourt (1981 and 1996) have establish the validity of CLOC as 
a tool that measures a consumer focused locus. The content validity of the TAM has 
been established by work of numerous researchers as examined in chapter four of 
the thesis (e.g Davis et al 1989; Venkatesh, 2000; Van der Heijden, 2004; Kim et al, 
2008). In both the LOC and TAM existing questions already utilised by researchers
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were used and slightly modified to reflect the context of this particular research. More 
specifically in the case of the 14 point CLOC instrument which was a reproduction 
with slight adaptation for the context of the tool utilised by Bussed et al. (1998). In the 
case of the TAM, the 18 point questions were created by adapting the questions 
utilised by Van der Heijden (2004).
6.4.1 Concurrent Validity of CLOC
As seen in table ,the correlation of the LOC items, there is significant correlation 
between the LOC points with a significant negative correlation between points 10 and 
11.
Table 6.14 Extract of Correlation of LOC Items
LOC1
Making good buys depends on how hard I look Pearson Correlation 591
Sig. (2-tailed) .267(**)
N .000
To me there is not much point in trying too hard Pearson Correlation
to discover differences in quality between 
products
592
Sig. (2-tailed) .182(**)
N .000
I find that there is no point to shopping around Pearson Correlation .390(**)because prices are nearly the same everywhere
Sig. (2-tailed) .000
N
424.958
Sometimes when I do not know much about a Pearson Correlation
product I might as well decide which brand to 
buy just by flipping a coin
-.231M
Sig. (2-tailed) .000
N
-193.130
Usually when I plan to buy something I can find Pearson Correlation -.330the best deal
Sig. (2-tailed) 586
N -.21 s n
Making good buys depends on how hard I look Pearson Correlation 
Sig. (2-tailed)
.000
-227.308
N -.383
** Correlation is significant at the 0.01 level (1-tailed). 
* Correlation is significant at the 0.05 level (1-tailed).
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6.4.2 Concurrent Validity of PU, PEU and PE
The concurrent validity for PU, PEU and PE can be confirmed by the correlations 
between the items for each one of the variables.
Table 6.15 Correlation of Perception of Usefulness
Correlations
I am better 
informed 
about hotel 
accommodatio 
n of my choice 
destination
I can better 
decide 
what type 
of room I 
wish to 
book
The web site 
enables me 
to book 
rooms more 
quickly
The web 
site makes 
it easier for 
me to book 
rooms
Overall I find 
the web site 
a useful tool 
for booking 
hotel rooms
I am better informed 
about hotel 
accommodation of 
my choice 
destination
Pearson
Correlation
Sig. (2-tailed) 
N
1
587
.450”
.000
586
.159”
.000
585
.190”
.000
584
.190”
.000
583
I can better decide 
what type of room I 
wish to book
Pearson
Correlation
Sig. (2-tailed) 
N
.450”
.000
586
1
586
.299”
.000
584
.343”
.000
583
.348”
.000
582
The web site 
enables me to book 
rooms more quickly
Pearson
Correlation
Sig. (2-tailed) 
N
.159”
.000
585
.299”
.000
584
1
585
.728”
.000
583
.667”
.000
582
The web site makes 
it easier for me to 
book rooms
Pearson
Correlation
Sig. (2-tailed) 
N
.190”
.000
584
.343”
.000
583
.728”
.000
583
1
584
.678”
.000
581
Overall I find the 
web site a useful 
tool for booking 
hotel rooms
Pearson
Correlation
Sig. (2-tailed) 
N
.190"
.000
583
.348”
.000
582
.667”
.000
582
.678”
.000
581
1
583
**. Correlation is significant at the 0.01 level (2-tailed).
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Table 6.16 Correlation of Perception of Ease of Use
Correlations
I find the 
web site 
cumberso 
me to use
I found 
booking a 
room on 
the site 
easy
The web 
site is rigid 
and 
inflexible to 
interact 
with
Trying to 
figure how to 
use the web 
site took a lot 
of mental 
effort
I found it 
easy to get 
the 
information I 
required from 
the site
Overall I 
found the 
web site 
easy to use
I find the web site 
cumbersome to
Pearson
Correlation
1 .140” .297” .314” .201” .185”
use Sig. (2-tailed) .001 .000 .000 .000 .000
N 581 573 577 576 576 579
I found booking a 
room on the site
Pearson
Correlation
.140” 1 .340” .331” .296” .466”
easy Sig. (2-tailed) .001 .000 .000 .000 .000
N 573 576 572 570 571 574
The web site is 
rigid and inflexible 
to interact with
Pearson
Correlation
Sig. (2-tailed)
.297"
.000
.340”
.000
1 .431”
.000
.256”
.000
.323”
.000
N 577 572 581 575 576 580
Trying to figure 
how to use the 
web site took a lot 
of mental effort
Pearson
Correlation
Sig. (2-tailed) 
N
.314”
.000
576
.331”
.000
570
.431”
.000
575
1
579
.332”
.000
574
.423”
.000
577
I found it easy to 
get the 
information I 
required from the 
site
Pearson
Correlation
Sig. (2-tailed) 
N
.201”
.000
576
.296”
.000
571
.256”
.000
576
.332”
.000
574
1
580
.622”
.000
579
Overall I found the 
web site easy to
Pearson
Correlation
.185” .466” .323” .423” .622” 1
use Sig. (2-tailed) .000 .000 .000 .000 .000
N 579 574 580 577 579 584
**. Correlation is significant at the 0.01 level (2-tailed).
P age |187
Locus and TAM of Hostel Consumers loannis S Pantelidis
Table 6.17 Correlation of Perception of Enjoyment
Correlations
I found using 
the web site 
was an 
enjoyable 
experience
I found 
booking rooms 
through this 
web site 
exciting
Booking rooms 
through this 
hotel site was an 
unpleasant 
experience
I found the 
web site 
interesting the 
experience 
was relaxing
I found using the 
web site was an 
enjoyable 
experience
Pearson Correlation 
Sig. (2-tailed)
N
1
580
.602"
.000
577
.225”
.000
577
.550"
.000
578
I found booking 
rooms through this 
web site exciting
Pearson Correlation 
Sig. (2-tailed)
N
.602"
.000
577
1
580
.108"
.009
579
.581"
.000
578
Booking rooms 
through this hotel 
site was an 
unpleasant 
experience
Pearson Correlation 
Sig. (2-tailed)
N
.225"
.000
577
.108"
.009
579
1
580
.110"
.008
578
I found the web Pearson Correlation .550" .581" .110" 1
site interesting the Sig. (2-tailed) .000 .000 .008experience was 
relaxing N 578 578 578 588
**. Correlation is significant at the 0.01 level (2-tailed).
Considering that the concurrent validity of both the CLOC and TAM items was 
confirmed, the study could proceed with the testing of the hypotheses, which is 
presented in the next section of this chapter.
The hypotheses are suggesting that the LOC personality construct will be affecting 
each one of the TAM constructs including the behavioural intention. In the following 
sub-sections utilising AN OVA testing and correlation bivariate, the study attempts to 
understand if there is a significant relationship between the LOC construct and the 
TAM antecedents.
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Figure 6.45 CLOC & TAM Hypotheses
H5H2 H7
H3
Actual
Use
Attitude
Toward
UsingConsumer Locus 
of Control
H8
To remind the reader, the study proposes to investigate the following hypotheses:
• H1 Consumer Locus has a positive effect to perceived usefulness.
• H2 Consumer Locus has a positive effect to perceived ease of use.
• H3 Consumer Locus a positive effect to customer perceived enjoyment.
• H4 Perceived Usefulness impacts on attitude to use the website to book a
room.
• H5 Perceived Ease of Use impacts on attitude to use the website to book a 
room.
• H6 Perceived Enjoyment impacts on attitude to use the websites for hotel 
room booking.
• H7 Attitudes toward using the website impacts on intentions to use the 
website in the future.
• H8 Consumer Locus impacts on intention to use.
The first three hypotheses and the last are really the heart of this thesis and the 
reason why this long journey of research was begun. Hypotheses 4 to 7 are tested in 
order to confirm or reject what has already been widely seen in the TAM literature. 
Having summated the scores for each variable the researcher run a Spearman 
correlation which is often used for ordinal data (Saunders et al 1997). Although
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Pearson’s or Spearman’s could be applied, Spearman’s was chosen in this case as it 
is less sensitive to bias due to outliers, does not require data to be metrically scaled 
or of normality assumptions, but of assumptions about symmetry of a gaussian-like 
distribution.
Table 6.18 Spearman’s Correlations for CLOC, PU, PEU, PE and Intentions
Correlations
CLOC PU PEU PE Attitudes
Spearman's CLOC Correlation Coefficient 1.000 .106* .276" .017 -.077
rho Sig. (2-tailed) .013 .000 .697 .074
N 563 546 539 542 545
PU Correlation Coefficient .106" 1.000 .463" .321" .260"
Sig. (2-tailed) .013 .000 .000 .000
N 546 580 568 571 569
PEU Correlation Coefficient .276" .463" 1.000 .355" .227"
Sig. (2-tailed) .000 .000 .000 .000
N 539 568 570 563 560
PE Correlation Coefficient .017 .321" .355" 1.000 .403"
Sig. (2-tailed) .697 .000 .000 .000
N 542 571 563 575 566
Intentio Correlation Coefficient -.077 .260" .227" .403" 1.000
ns Sig. (2-tailed) .074 .000 .000 .000
N 545 569 560 566 580
*. Correlation is significant at the 0.05 level (2-tailed). 
**. Correlation is significant at the 0.01 level (2-tailed).
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6.5.1 Hypothesis 1 :
CLOC exhibits a significant level of correlation with PU at the 0.05 level. The 
correlation is .106 at a 0.5% level of significance which suggests a positive effect 
between CLOC and PU however at a very small effect of only .106 this hypothesis is 
conservatively rejected..
6.5.2 Hypothesis 2:
CLOC exhibits a significant level of correlation with PEU at the 0.01 level. The 
correlation is .276 at a 0.1% level of significance which suggests a positive effect 
between CLOC and PEU. Based on this correlation test the hypothesis can be 
accepted. It is interesting that ease of use shows evidence of a stronger correlation 
than usefulness when it comes to locus of control.
6.5.3 Hypothesis 3:
CLOC exhibits does not exhibit a significant level of correlation with PE and 
therefore the hypothesis is rejected.
6.5.4 Hypothesis 4:
PU exhibits a significant level of correlation with attitudes at the 0.01 level. The 
correlation is .260 at a 0.1% level of significance which suggests a positive effect 
between intentions and PU. Based on this correlation test the hypothesis can be 
accepted.
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6.5.5 Hypothesis 5:
PEU exhibits a significant level of correlation with attitudes at the 0.01 level. The 
correlation is .277 at a 0.1% level of significance which suggests a positive effect 
between intentions and PEU. Based on this correlation test the hypothesis can be 
accepted.
6.5.6 Hypothesis 6:
PE exhibits a significant level of correlation with attitudes at the 0.01 level. The 
correlation is .403 at a 0.1% level of significance which suggests a positive effect 
between intentions and PEU. Based on this correlation test the hypothesis can be 
accepted.
6.5.7 Hypothesis 7:
Table 6.19 Spearman’s Correlations for Attitudes and Intentions
Correlations
Attitudes Intentions
Spearman's rho Attitudes Correlation Coefficient 1.000 .931”
Sig. (2-tailed) .000
N 581 580
Intentions Correlation Coefficient .931” 1.000
Sig. (2-tailed) .000
N 580 580
**. Correlation is significant at the 0.01 level (2-tailed).
Attitudes and intentions show a significant level of correlation at the 0.01 level. The 
correlation is .931 at a 0.1% level of significance which suggests a positive effect 
between intentions and attitudes. Based on this correlation test the hypothesis can 
be accepted.
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6.5.8 Hypothesis 8:
CLOC does not appear to exhibit a direct correlation to intention to use. The 
correlations (see table 6.18) suggest no significant correlation to intention to use, 
therefore this hypothesis is rejected.
6.5.9 Correlations between PU, PEU and PE
It is worth highlighting the significant correlations between PU and PEU, PU and PE 
and PE and PEU. They are all significant at the 0.01 level confirming the validity of 
the TAM model in this study. The following figure summarises the acceptance or 
rejection of the hypothesis and illustrates strength of effect according to Cohen 
(1988).
Figure 6.46 LOC and the TAM Hypotheses -  Correlations results
CLOC
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According to Cohen (1988) a small effect size would be at r = 0.1 -  0.23, medium 
effect size r =0.24 -  0.36 and large effect size r = 0.37 or larger. Although Cohen’s 
interpretation is often criticised for a “one size fits all approach” which may not be 
appropriate to social sciences, here the author is using it merely as a guideline to 
obtain a better insight as some sort of measurement had to be used to gauge 
differences in strength amongst the flagged relationships. Therefore using Cohen’s
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suggestion as a guideline, all large effect sizes were highlighted in the table using 
bold font.
As can be seen from table 6.30 there is a negative correlation between the CLOC 
and age and income. This could be an interesting area for future research.
Table 6.20 Correlations of Locus to demographics
Gender Age Education Income nation2
Locus average Pearson Correlation
Sig. (1-tailed)
Sum of Squares and 
Cross-products
Covariance
N
-.034
.204
-5.780
-.010
595
-.149(**)
.000
-31.332
-.053
595
-.050
.113
-15.976
-.027
591
-.120(**)
.003
-47.370
-.088
538
.061
.071
441.229
.753
587
** Correlation is significant at the 0.01 level (1-tailed).
T uei
There was no evidence of any correlation between the TAM variables and Gender, 
Nationality Age, Education and Income. Overall, it was deemed that there was not 
anything more significant that needed further investigation into the demographics 
and the model utilised.
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EFA was utilised in order to test whether measures of the TAM construct are 
consistent with the researcher's understanding of the nature of TAM. Segars and 
Grover (1993) early on suggested that in their research there was not enough 
evidence of a good fit for PU and PEU. In this study the evidence for a goodness of 
fit are inconclusive.
Henry and Stone (1994) suggest that, for a good model fit, chi-square/degrees of 
freedom should be less than 3.0, GFI, NFI, NNFI, and CFI should be greater than 
0.90 with an RMSEA of less than 0.5 These benchmarks were used here to assess 
the model.
Figure 6.47 EFA and path coefficients
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The reduced factors for the TAM variables and the Locus construct were utilised in 
running the exploratory factor analysis using AMOS v17. Standardized coefficients 
that are greater than 0.8 are considered large, 0.5 moderate, less than 0.2 small. 
Interestingly here hypothesis one shows more promise than hypothesis two. There is 
also a strong path coefficient between enjoyment and intention to use.
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6.9.3 Model Fit Summary 
Table 6.21 CMIN
loannis S Pantelidis
Model NPAR CMIN DF P CMIN/DF
Default model 18 26.852 2 .000 13.426
Saturated model 20 .000 0
Independence model 5 388.305 15 .000 25.887
NPAR is the number of parameters in the model. In the saturated (just-identified) 
model there are 20 parameters . CMIN is a chi-square statistic comparing the tested 
model and the independence model with the saturated model. CMIN/DF, the 
relative chi-square, is an index of how much the fit of data to model has been 
reduced by dropping one or more paths. This index does not exceed two therefore 
not too many paths are dropped from the study.
Table 6.22 Baseline Comparisons
Model NFIDeltal
RFI
rhol
IFI
Delta2
TLI
rho2 CFI
Default model .931 .481 .936 .501 .933
Saturated model 1.000 1.000 1.000
Independence model .000 .000 .000 .000 .000
These goodness of fit indices compare the model to the independence model rather 
than to the saturated model. The Normed Fit Index (NFI) is simply the difference 
between the two models’ chi-squares divided by the chi-square for the independence 
model. The value of .931 indicates a good fit. The Comparative Fit Index (CFI) uses 
a similar approach (with a noncentral chi-square). It ranges from 0 to 1, like the NFI, 
and at .933 the indication is of a good fit.
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Table 6.23 RMSEA
loannis S Pantelidis
Model RMSEA LO 90 HI 90 PCLOSE
Default model .144 .099 .194 .001
Independence model .203 .186 .221 .000
The Root Mean Square Error of Approximation (RMSEA) estimates lack of fit 
compared to the saturated model. RMSEA of .05 or less indicates a good fit, and .08 
or less an adequate fit. At .144 the model does not exhibit an adequate fit. LO 90 
and HI 90 are the lower and upper ends of a 90% confidence interval on this 
estimate. PCLOSE is the p value testing the null that RMSEA is no greater than .05.
Table 6.24 HOELTER
Model HOELTER HOELTER .05 .01
Default model 
Independence model
614 944 
20 24
As the sample of 602 is smaller than the default model, the study adopts the null 
hypothesis that the model fits the data just as well as the saturated model.
In summary even though the model meets the fit criteria for Chi Square, NFI and CFI 
because of the RMSEA values the researcher can not confirm that this model fits.
6.9.4 Qualitative comments from the questionnaires
Overall, there was a very small percentage of participants -  approximately 15% of
the sample -  that took the opportunity to add comments at the end of the survey. 
The majority of comments were about operational issues of the hotel but there were 
also comments about the usability (directly relevant to ease of use) of the Palmers 
Lodge website. One particular comment that would be appearing numerous times 
was the fact that you could not choose your room type through the online booking 
system of the Palmers Lodge website. Another repeated comment was the fact that 
past guests’ comments were useful and important to travellers as well as photos of 
the hostel. Some mentioned they would like to see more photos, whilst others 
suggested that it was the photos that made them book with Palmers Lodge. One
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final comment worth mentioning is that in the qualitative comments of both the online 
and paper versions, a significant number of customers suggested that they preferred 
booking their rooms through hostelworld.com. Considering such sites add a 
premium per booking in order to list hotels and hostels, the hostel is losing potential 
revenue by not maximising on reservations being made directly from the hostel’s 
website.
Considering that the key question of the thesis was to understand and explore if 
personality affects consumers’ online hotel reservation decisions and understanding, 
because of the limitations of the TAM model, as explained by Baggozi (2007), the 
study had planned in the research strategy to follow up on the quantitative findings 
with semi-structured interviews that could give the opportunity to explore deeper and 
understand the process that the users went through when trying to make an online 
booking, using their Palmers Lodge experience as the focus of the interview. The 
idea was that as in-depth interviews could be more exploratory, detailed and 
thorough than questionnaires (May, 2001; Veal, 1997) key issues that the 
questionnaire and its analysis did not reveal could in fact be revealed.
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6.10.1 The qualitative approach
The original plan was to interview 50 participants. The target was set to 25 externals 
and 25 internals in order to be able to compare the results and draw appropriate 
conclusions. The CLOC tool could very quickly be translated into a score and if the 
participant showed a score that dictated that he or she was an internal or external of 
relatively higher scoring than the norm (originally the study was hoping for scores as 
close to 1 or 7 as possible) they were asked to participate in an informal conversation 
where drinks were provided at the hostel bar at the author’s expense. Unfortunately, 
the reality was very different and the sample proved to have a much higher 
percentage of internals and the few that exhibited an external LOC score were far 
closer to the neutral score (four out of seven) than was expected. In the end a total 
of 43 participants were interviewed with only 14 externals and 29 internals (CLOC 
mean scores were anything under 4 = internals and anything above 4 = externals). 
The demographics reflected similar demographics in terms of age, nationality and 
gender. Overall, 56% of the participants of the interviews were female with a higher 
proportion of American and Canadian interviewees (62.8%) than European (37.2%). 
All participants were fluent in the use of the English language.
The questions in the in-depth semi-structured interviews followed on from the key 
questions in the TAM model.
The first question would qualify once again if the participant had visited the website 
and how often. They would then be prompted to consider if they found the website 
useful and in what way. The next question asked if they found the website easy to 
use and if they may have had any particular difficulties. A question about enjoyment 
was also asked and then the questions guided the participant towards their general 
view about the Internet as a tool for booking accommodation.
The participants were also asked about their preferred mode of booking a hotel room 
and if they felt that in general they were in control of the process when they were 
booking rooms through the Internet.
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6.10.3 The findings
The findings from the interviews are presented in the order of the questions asked, 
as answered by participants with internal LOG versus participants with external LOG. 
Although the conversation in real terms would often jump from one point to the next 
and back again the notes were recorded in the order the questions were planned to 
be asked, and are presented here in the same order.
6.10.3.1 Findings from Participants with Internal LOG (29):
1.Have you ever visited the Palmers Lodge website? What did you think of it?
All participants had of course used or seen the website; this was an open question to 
ease the participants into the conversation. From the 29 users, 11 had actually used 
the website to make their booking; from the rest one was a walk-in (meaning he 
booked through reception) and 17 had use other websites to make their booking 
such as hostelworld.com. Three of the participants had stayed previously and two 
had suggested that they had originally booked via hostelworld.com but in subsequent 
stays they had used the Palmers Lodge website. All of the participants with the 
exception of one were in London for a vacation. The one that was not was living in 
London and was temporarily using the hostel whilst he was searching for more 
permanent accommodation. One participant said: “Yes I have stayed here before, 
the first time I stayed I booked through hostelworld but this time I booked directly 
through their website."
2. Did you find the website useful? In what way?
The participants with internal LOG found the site quite useful and five mentioned 
price as an important factor. They chose this hostel because of the feeling of quality 
and because of its location. Information on the website seemed important to the 
participants with six mentioning the need for more information and pictures.
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One particular participant said:
“I like to know more about the area so I prefer local area information on the website, I 
also look at what other people who have stayed there say and prefer to see pictures 
of the hostel before I make up my mind.”
3. Did you find the website easy to use? Can you remember any difficulties 
with the site?
Three participants mentioned their frustration with the actual mechanics of the 
booking engine on the website. Apparently the way the website worked made 
choosing a particular type of accommodation very inflexible. When this was 
mentioned to the manager he seemed aware of the situation and he advised that 
they were already looking to change the booking engine. The majority of the 
participants communicated that they were very confident in what they wanted from a 
website and they could achieve this relatively quickly, often quicker than traditional 
methods. One participant mentioned the fact that he prefers the online method as it 
helps eliminate human error. In his own words he said “Last time I booked through 
reception the receptionist messed up my credit card so now I always book through 
the website.”
4. Did you enjoy using this particular website?
A good number of the participants mentioned the pictures giving a feel good factor to 
the website and three also said that they enjoyed reading about the history of the 
place. Five indicated that they did not perceive it as having fun but they found the 
experience easy going with no trouble. In the words of one participant “Looking for a 
room was not a pain, sometimes you get too many options but a good choice of 
hostels.”
5. Did you use the website to make your booking? Why or why not?
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Eleven participants confirmed that they had used the Palmers Lodge website. The 
ones that did not mentioned that the website did not come up in their search engine 
results or that it was not sufficiently advertised. As one participant stated 7 usually 
book through the Internet, it’s easier when you can browse and be able to do fast a 
lot of comparisons. ”
6. In general do you find the Internet a useful tool in booking your 
accommodation?
The majority of the participants found using the web to make their booking a useful 
tool mentioning the price comparison and the availability of information that helped 
them narrow down their choice. The ability to compare prices and quality was 
mentioned by 15 of the participants whilst the ability to look at what other people 
thought of places was mentioned by 9. As one participant said: “Yes, the search 
functionality is great and you can also easily compare prices. When you know what 
you want you can narrow things down very fast.”
7. What is your preferred way of booking a hotel room? Why is that?
Eighteen participants confirmed the Internet as their preferred mode of booking. They 
suggested that it gave them a sense of freedom, that they did not prefer package 
holidays. The rest would be mostly influenced by price and if the Internet provided a 
better deal they would use that, but they were always looking for good deals either on 
the Internet or through more traditional forms of booking. As one participant stated “I 
can research everything at home, no need to use travel agents.”
8. Is there anything in particular that you do not like when using the Internet to 
book your holidays?
There were no major concerns raised by the participants, apart from situations when 
the information is not up to date or accurate. As one participant said “...Not really,
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over the years I trust the Internet more and more. I always check 3rd party websites to 
judge how good the actual website is...”
9. Do you feel that when you are booking a room using the Internet you are in 
control of the process?
Most of the participants (21) suggested that they felt confident when booking hotel 
rooms online, with five stressing the words “absolute control” or “absolutely”. The 
majority appeared or suggested that they were experienced both as travellers and as 
Internet users. One participant stated: “Most of the time I feel in control, I wouldn’t 
say 100% confident but 90% confident for sure.”
6.10.3.2 Findings from participants with External LOG (14):
1. Have you ever visited the Palmers Lodge website? What did you think of it?
All of the participants with the exception of one stated that they had visited the 
website before, the one that did not confirm this appeared confused about the site of 
this hostel and perhaps hostelworld.com
2. Did you find the website useful? In what way?
The answers given by the externals were very similar to those by participants with 
internal LOG. They seemed to enjoy the added information and photos. However, at 
this point three of the participants started talking about website security, privacy and 
data protection issues. Two of the participants said the site was ok but they preferred 
to book directly with the hostel. As one participant stated “I am French and there is a 
French receptionist so I like to call her or come in person so that I can book speaking 
my own language.” Another participant stated “I am really wary of hackers or 
someone finding my own information.”
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3. Did you find the website easy to use? Can you remember any difficulties 
with the site?
This is perhaps one of the most intriguing findings that the qualitative interviews 
highlighted. It appeared that three of the participants had booked their 
accommodation online but had not done it themselves. Someone else either helped 
them or did it for them. “My friend who I travel with she made all the arrangements, I 
had a look at the website but I don’t like the Internet much so she did all the bookings 
for me as well as for her.”
4. Did you enjoy using this particular website?
The participants confirmed that it was ok but they did not particularly enjoy the 
website; only one mentioned that she likes to see what other people have written 
about the place.
5. Did you use the website to make your booking? Why or why not?
Only four participants had utilised the website to make their bookings, the rest had 
either used alternative websites, traditional methods or had friends make the booking 
for them.
6. In general do you find the Internet a useful tool in booking your 
accommodation?
Five participants felt that the Internet was becoming too big and sometimes there is 
too much information, but in general they felt that having too much information is at 
least better than having none. As one participant stated “It is useful I suppose but not 
when you try to make a long stay booking and you can’t find the right room type.”
7. What is your preferred way of booking a hotel room? Why is that?
There was a mixed response with this question, with at least five participants 
suggesting that they preferred traditional methods to using the Internet. One
Page | 204
Locus and TAM of Hostel Consumers loannis S Pantelidis
participant said 7 like talking to people, face to face if I can, the Internet is ok I 
suppose but you can’t compare it to the feeling of talking to a real person can you?”
8. Is there anything in particular that you do not like when using the Internet to 
book your holidays?
One of the participants that had her friend make the booking for her said that she is 
“scared of the Internef. Further prompting revealed that her credit card details had 
previously been stolen and although she was not certain if that happened because 
she visited and used a website, she was still very wary of using her credit card 
online. Another participant commented on the limited information “Sometimes info is 
limited, for example the need to have our own padlocks was not on the website”. 
Another said “I prefer talking to people, sometimes it’s too hard to navigate the 
websites and can’t find the things I am looking for.”
9. Do you feel that when you are booking a room using the Internet you are in 
control of the process?
Five of the participants stated that they felt in control; however, the rest were not 
certain. One participant suggested that the power of the marketing often influences 
her decisions to the point where she feels she is not in control. As one participant 
stated “I feel I am in control of the process, I would definitely use the Internet if I was 
booking a room overseas, I would not want to have to pay the cost of the call.”
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The forty-three interviews allowed the researcher to establish some re occurring 
themes that could be utilised for future research and may shed some light on whether 
there are key differences in the way internals approach online hostel room bookings 
as opposed to the way externals do. The recurring themes include, visuals, price, 
trust, surrogacy and information overload. The following table summarises the 
qualitative findings highlighting key themes.
Table 6.25 Key themes of qualitative findings
Themes Internal CLOC (n=29) External CLOC (n=14)
Visual quality of website. 41%  Talked about positive 
feelings of overall visual of 
website
57% found useful and talk 
about visual aspects of 
website
Functionality 17% Problems with website 
mechanics
36% Had information 
overload
Price 52% Compare prices through 
other websites
7% mentions price during the 
interview
Trust 7% Repeat website 
customers
21% exhibit security 
concerns
62% would use internet as 
preferred method
64% mention feelings of 
uneasiness and uncertainty 
of using the internet
10%Specifically mention trust 14% prefer to book directly 
and not via website
Surrogacy 100% made their own 
bookings through the website
21% used friends or relatives 
to book on their behalf
29% confirmed they where 
the ones that booked the 
room via the website
The general themes presented in the above table allow us to draw some 
comparisons although it is rather difficult to distinguish between the evidence given 
by the internals versus the externals. Although it would be foolish to suggest that 
these findings can be generalised there are some interesting findings that would 
suggest areas for future research. Visuals such as photos, videos and the overall
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visual quality of the website seem to be a favourite subject between both groups, this 
may well have implications to perceptions of usefulness and even ease of use. If the 
visual clues of a website do not allow users to easily navigate it, it would have 
detrimental effect to their experience affecting negatively both PU and PEU and 
suggest an unlikely intention to use. Functionality of the website was another theme 
that seems to be of relatively equal value to both groups. Members from both groups 
had some trouble with using the website which would suggest that PEU can be 
relatively similar between internals and externals in this sample. An interesting result 
is that price seems to be more of an issue with internals than externals. This is in line 
with literature where internals are more likely to challenge the status quo and in the 
case of pricing it may well be that externals are less price sensitive than internals. 
Another area that suggests differences between the two groups is around the theme 
of trust. Although there was a healthy dosage of discussion about issues relating to 
trust from both groups, it was evident that internals exhibited more positive feelings 
and language when it came to trust issues than externals did.
Finally another interesting issue that was revealed was the use of “surrogate users”. 
The study puts forward that the interviews suggested internals feel more empowered 
to use the Internet to its full capacity than externals and there was anecdotal 
evidence to suggest that they enjoyed it more. Considering that the majority of the 
participants were internals and the externals interviewed had scored very close to the 
neutral score, one may argue that internals are more likely to utilise the Internet in 
order to book hotel rooms. Website designers and marketers should be taking this 
into consideration when designing their websites.
In terms of patterns of experience the researcher could not identify any significant 
findings from the overall attitude of the customers towards the experience of booking 
the hostel rooms online. Approximately 65% of the internals exhibited positive
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language when talking about their experience with 57% of the externals interviews 
having an overall positive attitude about their experience.
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The chapter presents findings from both the quantitative and qualitative techniques 
utilised by the study. The reliability and validity of the instruments were confirmed 
and the eight hypotheses proposed in the study were investigated with one being 
rejected whilst the others were accepted. The qualitative findings suggest some 
areas that could be the focus of further research that may allow better understanding 
of differences between internals and externals in areas such as trust and price 
sensitivity. A really interesting finding is the issue of surrogate users and the 
suggestion that internals may be finding the use of Internet as a medium for booking 
hotel rooms more useful than externals which is hinted by some of the findings from 
the interviews.
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Theoretical constructs that investigate CB, tend to consider CB as a goal without 
considering the effect of some of the external variables that affect the buying 
process. A chronological review of consumer behaviour models showed that it was 
not until the early nineties that personality constructs are considered part of the 
consumer behaviour process. This research provides some evidence that 
measuring personality constructs can allow researchers to gain a better 
understanding of the consumer behaviour process.
This thesis attempted to investigate the CB process of consumers who book hotel or 
hostel rooms online by focusing on a variable that is often under-researched by the 
academic community, namely personality. Personality constructs exist in such 
abundance that it is very likely the absence of a unified approach to personality 
theory becomes one of the reasons why personality is often overlooked in CB 
studies. Engaging in such a contested and often confusing literature has been a 
challenge, especially for an author with limited background in the field of psychology. 
Many years later and after some heavy reading a plan emerged with the “champion” 
of the personality construct as the Consumer Locus of Control (Bussed et al., 1998). 
There was a time when debating between utilising trait theory to locus for the study 
design, but in the end choosing the LOG proved to be a good decision, as the 
findings suggest. Adopting the TAM was a relatively easier decision. Despite the 
criticisms that the model has incurred (see Bagozi, 2007), there was a plethora of 
studies that confirmed its predictability and validity not only in the use of information 
systems but also in its application to online CB. The model had been proved to be 
more reliable than its predecessors, namely the TPB and TRA (Hugh et al., 2009; 
Venkatesh et al., 2003; Gentry and Calantone, 2002; Mathieson, 1991; Davis et al., 
1989) and it was easier to apply, requiring fewer resources from both author and
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participants than subsequent models. Considering the added measurements of the 
CLOC, choosing the TAM was the safest strategy for producing results, bearing in 
mind the limited resources that the study had at his disposal.
In the previous chapters both the philosophy behind the constructs, and the 
practicalities of the research implications, as they appear in the literature, are 
examined. The author comes from a managerial background in hospitality with no 
bias over one or another model or theory, for either personality testing or measuring 
intentions to use a product. In the end it was the literature that guided the author in 
making the key decisions needed for the completion of this thesis. The research 
objectives set in chapter one have been met in this study. More specifically through 
the review of consumer behaviour models, the researcher attempts to show an 
understanding of the research undertaken in the consumer behaviour field of 
tourism. This review allows the researcher to identify a gap of knowledge in the early 
models of consumer behaviour thus meeting the first two objectives of the research 
design. The third chapter focuses on personality schools of thought and the 
discovery that in attribution theory locus has been utilised as a variable in online 
consumer studies with some relevant success thus meeting the third objective of the 
research. The review of the consumer behaviour models in chapter two also helps 
focus on TRA and TPB as the most potent theories that could be utilised in 
conjunction with Locus and the criticisms towards TRA and Aijen’s (1991) attempts 
to strengthen the model considering personality parameters gives further support 
that a personality theory that closely measures self efficacy may have successful 
results. In chapter four TAM shows evidence of positive results in internet related 
studies and been developed as an extension of TPB it renters as a model that could 
support the use of CLOC as an external variable. Overall the research manages to 
develop some good evidence that allow the researcher to meet the aims set in the 
first chapter of this thesis. In the next few sections the researcher develops some
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arguments and conclusions relating to the primary and secondary findings of this 
research.
The site chosen for this research exhibited some unique demographic 
considerations that have in a large way contributed to the success of this thesis. 
The majority of the participants belong to the Generation X or younger demographic, 
suggesting that they had more exposure to contemporary technology and were more 
likely to be utilising the Internet as a medium for booking hotel rooms. Of course 
knowing beforehand (in conversations with the management) that the hostel 
accepted its vast majority of bookings through their website and hostelworld.com 
helped make the decision to choose the site a much easier one. The Internet, of 
course, is no longer a “new” technology, in the same way as mobile 
telecommunications have captivated the consumer, the Internet has passed into the 
realms of stable technology. Although the boom of the .com era is long gone, 
hoteliers are becoming savvier when it comes to providing online solutions for their 
consumers. These consumers are increasingly choosing the Internet as the 
preferred medium due to its availability (24/7), ease of comparability, and more 
importantly the readily available recommendations by a plethora of other guests who 
may have stayed in the same hotel or hostel previously. So, although this section is 
entitled “demographic considerations”, the study suggests that demographics such 
as age or nationality will soon cease to have much influence (in developed countries, 
in developing ones demographics will still affect usage of the Internet; for example in 
a developing country, wealth, or a lack of it, would affect Internet connectivity). The 
demographics of this study showed an inflated percentage of the female population 
(see figure 6.10). Although security may still be an issue the female traveller in all 
segments of hospitality appears to be on the increase and hoteliers must do their
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utmost to ensure that gender-specific needs (such as the extra need for feelings of 
security) are provided to the changing demographics of their clientele.
An interesting finding which suggests that Locus can help understand the online 
consumer better is the fact that the vast majority of the participants had an internal 
LOG (see figure 6.49). Walsh (2010) already reported the use of tactics of ad 
avoidance by online consumers with high internal locus. If the demographic is, as 
suggested in the literature and indeed supported by this study, that “heavy” Internet 
users tend to have by definition an internal CLOC then it would make sense for 
websites and booking engines to be designed with a focus towards such personality 
characteristics. In the same way that websites are primarily designed in the English 
language with variations in other languages to cater for alternative demographics, so 
should the websites be designed with a primary focus on consumers with internal 
LOG so that the opportunities for a better communication with the customer base are 
not lost.
In essence this study delivers some good evidence in the correlations of the 
variables (see figure 6.51 )that the LOG construct can be an effective personality 
construct which, when utilised together with the technology acceptance model, can 
deliver meaningful and measurable results. Out of the eight hypotheses that were 
examined, four were directly connected to CLOC and out of those four three were 
rejected (that CLOC directly affects intention to use and PE and PU). The key 
hypotheses, that shows great promise for future research based on the Spearmans 
correlations is that CLOC affects, PEU. Furthermore although the path coefficients 
do not show an absolute fit, it confirms the path coefficients between CLOC and two 
of the TAM variables, (see figure 6.52). With a path coefficient of 0.23 between 
CLOC and PEU there is some great promise that CLOC can be effectively used as a
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tool that could help better understand and possibly predict perceptions of ease of 
use.
From the qualitative findings, it can be argued that there are differences between 
how an internal versus an external may perceive usefulness or ease of use of a 
website, and there are hints of clear differences as to how they may engage in the 
actual process when booking online. In the case of externals, for example, using 
friends or relatives to book their holidays appears a relatively common phenomenon. 
There appear to be differences between the degrees of confidence between 
internals and externals in the use of websites for hotel rooms bookings and although 
one would expect clearer evidence that the perception of ease of use is affected by 
that confidence, there were no findings in the qualitative data to suggest externals 
find the website less easy to use. However internals appeared to be far more critical 
of the website than externals were. In terms of enjoyment there appeared to be a 
small difference in the qualitative findings between internals and externals; internals 
appeared to find the website ok and some even had some fun with the experience 
whilst the externals did not express any feelings of enjoyment. In terms of preferred 
method of booking, the externals seemed to prefer traditional methods more, whilst 
in the question about feelings of control with the whole process, there were no 
distinct differences between externals and internals with the majority of all 
candidates interviewed suggesting that they feel in control of the process.
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Although the model has received some heavy criticisms (Bagozzi 2007; Venkatesh et 
al., 2000) over the years, it has managed to withstand with an impressive record of 
publications that are utilising it. It consistently manages to outperform other models 
and in terms of replicating results has proved its usefulness again and again. Of
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course although the study supports its simplicity, at the same time he suggests that 
perhaps certain of the criticisms should be considered by researchers. Venkatesh 
and Davis, (2000) in their attempt to compensate for the lack of variables that deliver 
a more holistic picture of CB, have perhaps over-compensated and delivered a tool 
that although it may be able to provide a more holistic picture, can be cumbersome 
and expensive to implement by sole researchers with limited budgets (in both time 
and money). The following sub-sections consider conclusions for each of the TAM 
variables in combination with CLOC.
7.4.1 Perceived Usefulness & CLOC
This is the one variable which the study was expecting a stronger correlation (in 
relation to the other two TAM variables) because of the results of the primary 
research that CLOC can offer a better predicting value and a more holistic approach 
in including personality as a construct to the TAM. When it comes to usefulness, the 
evidence merely hint towards a correlation between PU and CLOC. The structural 
equation modelling suggests a medium path coefficient weight (.07). Although the 
qualitative evidence points to the fact that internals are more likely to perceive a 
website as more useful compared to externals more research is needed in order to 
verify the results. Theoretically, measuring the CLOC construct for a user can 
enhance the predictability of a model and give a better overview of the characteristics 
of a sample. In cases where a particular variable, such as ease of use, did not offer 
predictive value, understanding the personalities of the participants of the research 
would offer a much better insight and help with being able to better explain the 
results of the study (a weakness that has been identified by Bagozzi, 2007).
7.4.2 Perceived Ease of use & CLOC
In the previous chapter a medium correlation between PEU and CLOC was 
established (figure 6.46) with a medium path coefficient (figure 6.47). Furthermore, 
the qualitative data may suggest that internals may have attitudes that enable them 
to find websites easier to use than externals do. There have been a number of
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studies that suggested that PEU is not as strong a predictor as PU. Gefen and 
Straub (2000) suggested that Ease of Use has a different value to the user, 
depending on the nature of the task. Again, this falls into the criticisms of the TAM 
not being able to explain its results; adding a construct such as CLOC could help 
enhance understanding. In support of the Gefen and Straub (2000) argument, the 
task of booking a hotel room online has now become a task of limited difficulty as 
most web designers tend to use similar available technology and similar design 
templates enabling the user to feel more familiar with each interface. Furthermore, 
the more a user is exposed to the Internet the less likely they are to face surprises or 
for something new to present a difficulty. In this study the predictability of PEU was 
confirmed but perhaps in studies in which it was not so, CLOC could offer a better 
understanding of the users and be able to better explain results. It is worth noting 
that in the structural equation modelling, PEU had the strongest weight of the three 
TAM variables to CLOC (.23).
7.4.3 Perceived Enjoyment & CLOC
In terms of perceived enjoyment, this study could confirm the predicting value of PE 
to intentions but could not establish a relationship between PE and CLOC. It must be 
noted that the study was only concerned with pleasure seeking travellers and not 
with business tourism -  again a similar study but under different context could 
present different results. Here CLOC may contribute towards understanding but not 
predictability. For example, there are hints in the qualitative evidence which 
suggests that internals are more likely to enjoy the experience than externals are; 
this is also verified by the literature. For example, Nowicki and Strickland (1973) 
suggested a relationship between internal LOG and higher achievement in areas 
such as self-esteem. Also Lefcourt and Davidson (1991), and Paim, Haron and 
Ahmad, (2008) suggested that internals show increased confidence in the ability to 
succeed at valued tasks and more empowered at accessing information. As such, 
having an understanding of the CLOC would enable a better understanding of the
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reasons behind the perceived enjoyment results of the sample. In the structural 
equation modelling however, the weight of CLOC to PE is (-.08) suggesting that 
hypothesis 3 must be rejected.
7.4.4 Intention to use & CLOC
Although the results confirmed existing studies for the predictability of PU, PEU and 
PE and intention of use, the CLOC construct did not show any significant results 
when attempting to predict intentions. The study’s original goal was not predictability 
but understanding and, by utilising CLOC as a tool, that offers a better understanding 
of the predictability of (or lack of) the TAM variables. Even though directly the CLOC 
construct has not shown evidence of affecting intention, indirectly it has and, as such, 
it is hoped that its value in attempting to understand intention to use has become 
clearer.
7.4.5 Combining quantitative to the qualitative findings
The study qualitative findings produced some interesting results that in combination
with the quantitative can deliver better answers to the second part of the research 
question which was: If personality does affect buying behaviour, how is the 
buying process affected? In particular the theme of Functionality shows a clear 
difference between those consumers with internal locus who seem to focus more on 
ease of use and do not seem to mind too much information whilst on the other hand 
externals talk about information overload but did not seem to mind technical 
difficulties. Furthermore the qualitative findings may provide a real clue as to why the 
quantitative findings may have not been as conclusive as they could have been. 
That is the finding of surrogacy. The fact that a large number of externals utilised 
friends of family to make their bookings would skew the correlations. For future 
research designs a qualifying question that ensures the participants completed the 
booking themselves could strengthen the quantitative data.
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This research attempts to extend the technology acceptance model by adding the 
external variable of personality. The contribution to the academic body of knowledge 
derives both from the primary findings which suggest some good avenues towards 
future research in psychology constructs in hospitality research as well as the 
literature review that shows a clear gap in the body of knowledge in hospitality and 
tourism research that investigates how individual differences may affect the 
consumer behaviour process. The study contributes to the understanding of that 
process and strengthens the notion that personality characteristics may be more 
influential than perhaps previously suspected.
Furthermore the thesis presents a number of implications that should be considered 
by future researchers when deciding on a model that is best used for understanding 
and predicting CB. The implications are presented in each of the following sub­
sections beginning with theoretical implications.
7.5.1 Theoretical Implications
The utilisation and relative success of the CLOC construct poses challenges and 
opportunities for the advancement of theory. The main challenge is to be able to 
develop a tool that measures LOG more accurately for the online consumer. If such 
a tool were successful, the implications could well be that CLOC may in fact directly 
affect behavioural intentions. Even so, the study provides evidence that utilising 
CLOC in its current form adds value to the theoretical construct when attempting to 
understand online CB.
7.5.2 Methodological Implications
In terms of methodological implications, the way that the CLOC and TAM constructs 
are utilised should be examined more carefully. Researchers undertaking future 
research may wish to consider adopting the constructs but utilising qualitative
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techniques in order to better understand the processes that consumers undergo 
when making decisions about usage or consumption. Ignoring the psychological 
implications in the consumer making process can pose major methodological 
limitations and as the process involves the consumer, a human being, more effort 
should be taken to understand the psychological implications in order to better 
understand the process of thinking.
7.5.3 Managerial Implications
The direct managerial implications of this study are evident and have briefly been 
discussed in the previous sections. Firstly there are implications for website 
management and design, to ensure that it better serves the consumer. Secondly the 
managerial implications may manifest away from the website design into the whole 
consumer experience. In effect if attempting to book a hotel room online is the first 
experience the consumer has with the hotel and that virtual experience does not go 
very well, the customer arrives at the hotel or hostel predisposed to expecting an 
equally bad experience in the real world.
There are a number of research limitations of this study that the reader should take 
into consideration. The first is the limited resources in money and time that could 
have made this research a far more successful one. For example being able to offer 
more enticing gifts to consumers who participated in the study may have elicited a far 
better response rate. The second limitation is related to the lack of resources that 
could better capture and analyse the qualitative data of the in-depth interviews. The 
recorder used proved to receive too much background noise and the author had to 
resort to note making during the interviews. In hindsight a better recorder with 
specialised microphone could have helped in recording all the data, for a much 
deeper analysis. Furthermore the study is limited by the knowledge that one part­
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time PhD student (with no background in psychology studies) can absorb over the 
period of seven years. Considering the limitations, the data and literature presented 
do give an honest account towards a better understanding of the hospitality online 
consumer. Having said that the reader must take into account that the results of this 
study cannot be generalised as further research is required to validate the findings. 
Also the research has been conducted only to a very specific segment of the industry 
and as such it only gauges findings from hostel consumers who’s perceptions may 
be very different from other consumers that stay in more luxurious properties. Finally 
limitations must be considered due to the distribution of the questionnaire. Almost 
half of the sample was guests who were currently staying at the hostel and as such 
their memories of their booking experience would be more recent. The other half of 
the sample was from respondents that were approached via email utilising the 
hostels database. Although the statistical results showed that it was safe to combine 
the two samples the researcher is conscious of the fact that some of these customers 
may had completed their booking a few months in the past and as such their answers 
and their perceptions of ease of use or enjoyment may be biased by the fact that the 
booking process was not as fresh in their mind as the sample that was staying at the 
hostel whilst the researcher was conducting the primary collection.
Given the time and resources, this research could have been replicated exactly as it 
stands but with the added element of camera assisted technology that could have 
accurately observed and recorded the consumers’ processes as they went through 
the website to make a booking. Being able to analyse such results and compare 
them to the CLOC would offer an amazing insight that sadly this study could not 
reach.
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Another recommendation would be that researchers engaging in future research 
should attempt to perfect a CLOC which is specifically designed for the context of the 
research. If the study were to be replicated exactly as it is, a recommendation would 
be to attempt to increase the sample size significantly in order to attempt to capture a 
larger sample of externals. The study would also need to be replicated with 
customers across various sectors of the industry. Hostel customers tend to be more 
price sensitive than five star hotel customers would and the researcher recognises 
that findings in this study would be skewed because of that fact.
A final recommendation is to replicate the qualitative approach of this research with 
larger samples in various hospitality market segments focusing on themes of 
surrogacy, price sensitivity, trust and usefulness in order to better understand how 
personality affects key customer decision making when booking hotel rooms online.
This last chapter of the thesis concludes with a reflective commentary on the key 
research findings as well as the implications of the research. It suggests theoretical, 
methodological and managerial implications. The chapter highlights and reflects 
upon the key findings of the research and suggests possible research limitations and 
recommendations for future research. Although it can be argued that the indicators 
of the connection between clock and TAM are weak to medium in terms of the 
quantitative results the qualitative results show the potential for further research by 
highlighting key differences between the context of understanding the buying process 
between consumers with external locus versus those with internal. The research 
concludes that there is enough evidence to support the use of CLOC in future studies 
in order to better understand the consumer. A positive relationship between CLOC 
and PEU is established by the primary findings.
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Dear participant, my name is loannis S Pantelidis and I am currently studying 
for a PhD at the University o f Surrey Guildford, UK.
This questionnaire will help me investigate how personality influences hotel 
room buying decisions.
Your help is greatly appreciated and all responses remain strictly confidential, 
and your anonymity will be safeguarded. Please note that you are under no 
obligation to complete this questionnaire.
The questionnaire has permission to be distributed by the School of 
Management ethics Committee. This questionnaire should take 
approximately 7 to 10 minutes of your time.
To show my appreciation once all questionnaires are collected there will be a 
raffle where 3 winners will receive a bottle of champagne. If you wish to 
participate please add your email at the last page ( page 5) o f the 
questionnaire. Any emails will be kept separate from responses so that 
anonymity is guaranteed.
Thank you for your participation. 
Your Gender:
Appendix A: Original Pilot testing and pre-testing protocol:
Example of a completed pilot questionnaire:
Confidential
Page | 238
Locus and TAM of Hostel Consumers loannis S Pantelidis
Male: I X Female:□
Nationality
(please type in shaded area): 
Greek
Age Group: 2 2 - 3 5
Highest level of Education: 
Postgraduate MSc/PhD
Level of annual income: £20,001 - £40,000 in UK
£.
Internet
Access from Home and Business
Access?
Internet Usage?
At least once a day
Have you ever made a hotel reservation through the Internet? Yes
No □
When booking hotel rooms I mainly use? Internet
Please answer the following general questions about your general buying 
behavior. For the purposes of the questionnaire a “bad” buy is an item you 
have bought that turned out to be unsatisfactory (overpriced, poor quality or 
not needed after bought). A  “good” purchase would be an item bought that 
would end up been satisfactory (good performance, fulfils a need, 
competitively priced). There are no right or wrong answers. Some people 
agree with those items and some disagree. Please try to give your honest 
opinion choosing one of the statements from strongly agree to strongly 
disagree.
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If it happens that I buy an unsatisfactory 
item, I try to do something about it.
Sometimes when I don't know much about a 
product, I might as well decide which brand 
to buy just by flipping a coin.
There are times when I see something and I 
can't help but buy it.
Usually, when I plan to buy something I can 
find the best deal.
Making good buys depends on how hard I 
look.
There have been times when I just could not 
resist the pressure of a good salesperson.
Being able to wait for sales and looking for 
information about the item has really helped 
me get good deals.
I have often found it useful to complain 
about unsatisfactory products.
It's hard for me to know whether or not 
something is a good buy.
Getting a good buy depends mainly on my 
being in the right place at the right time.
If I get ripped-off it's usually my own fault.
To me, there's not much point in trying too 
hard to discover differences in quality 
between products.
Strongly Agree
Disagree
Agree
Somewhat Agree 
Agree
Somewhat Agree 
Strongly Agree
Strongly Agree
Strongly Disagree 
Somewhat Agree 
Disagree
Strongly Disagree
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13. Usually I make an effort to be sure that I 
don't end up with a “lemon” when I go shopping
14. When I ve gotten ripped-off its because I 
was just plain unlucky
15. I find that there’s no point to shopping 
around because prices are nearly the same 
everywhere.
16. In my experience, getting poor service 
comes from not knowing how to get good 
service.
17. I have been helped a great deal when I 
have used product testing magazines.
18. When I buy something unsatisfactory, I 
usually keep it because complaining doesn’t 
help.
19. Sometimes I cant understand how I end up 
buying the kinds of things that I do.
20. I am vulnerable to rip-offs, no matter how 
hard I try to prevent them.
Having taken the time to complete the first section of the questionnaire, I 
would like to ask you to please visit the following web site:
http://marriott.co.uk Please note the web site is chosen at random and 
there is no connection between the researcher and this company in 
regards to this research.
Please state the date you visited the website : 1 0 / june / 06
Using the above mentioned web site attempt to book a hotel room in the 
city of LONDON, without suggesting a COUNTRY. Dates of your arrival 
are up to you but please do try to book one room for a minimum of 2 
nights.
Strongly Agree 
Somewhat Disagree 
Strongly Disagree 
Somewhat Agree 
Neutral
Strongly Disagree 
Disagree
Strongly Disagree
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Please state how many possible locations for LONDON did the web site 
suggest?8
Continue your booking by choosing LONDON, UK
How many hotels did the web site allow you to choose from?24
What is the name of the Hotel you chose to stay?Rennaisance Reading 
Hotel
Why did you choose to stay at that hotel?Best Price
Did you take the trouble to read the rate rules? Yes I I No IX
What were your preferences?
For Bed Type:king bed
For Smoking Preference:non smoking
What other areas did you read after the preferences step? security 
information
At the stage where the web site requests your personal information please 
take a few seconds to browse the web page:
Did you feel the need to browse any other sections of the web site? Yes 
□  N o lâ
If yes, which ones?
You may now close your browser and continue with the next section of the 
questionnaire:
Please read the following statements keeping in mind the hotel web site 
you just visited. Choose from the dropdown lists next to the statements, 
whether you strongly agree or strongly disagree with the statements:
I am better informed about London hotel accommodation. 
Somewhat Agree
I can better decide what type of room I wish to book. Strongly Agree 
The web site enables me to book rooms more quickly. Strongly Agree
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The web site makes it easier for me to book rooms in London. 
Strongly Agree
Overall I find the web site a useful tool for booking hotel rooms. 
Somewhat Agree
I find the web site cumbersome to use. Somewhat Disagree
I found booking a room on the site easy. Agree
The web site is rigid and inflexible to interact with. Disagree
Trying to figure how to use the web site took a lot of mental effort.
Disagree
I found it easy to get the information I required from the site. Agree 
Overall I found the web site easy to use. Agree
I found the web site enjoyable. Somewhat Disagree
I found booking rooms through this web site exciting. 
Somewhat Disagree
Booking rooms through this hotel site was an unpleasant experience. 
Disagree
I found the web site interesting. The experience was relaxing.
Neutral
I intend to revisit the web site shortly, Somewhat Agree 
I predict that I will revisit the web site in the short term. Somewhat Agree
Champagne Raffle:
If you wish to participate in the raffle please 
write your email here:
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The raffle will be drawn once the study is finished; only winners will be 
notified.
Please save this document and email to: i.s.pantelidis@surrev.ac.uk the 
form will be printed and your email will be deleted to ensure anonymity.
Page 6 is a section that will only be given to the first 30 participants and 
will be used to validate page 2 of this document. Participants who also 
choose to fill this section (page 6) will be entered twice in the raffle as a 
way of thanks!
If you wish to know your personality results please let me know and I 
would be happy to email your results.
Yes I would like to know my personality results: |XI Never mind: □
Finally, I am not sure at this stage where the research will lead me, 
but I might need to investigate further using qualitative techniques 
such as interview or focus group, please indicate if you would be 
happy for me to contact you in the future, in relation to this particular 
research only.
Yes I would be happy to further participate: □
No I would not be happy to further participate: □
Once again thank you for your time.
loannis S Pantelidis
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Rotter’s Locus of Control Test:
This part takes 10 minutes to complete.
This section has 29 items with a choice of a or b! There are no right or wrong 
answers some people agree with statement a some with statement b. Please 
try to give your honest opinion as to which of the two statements in each of 
the 29 items you mostly agree with.
1a. Children get into trouble because their parents punish them too much 
1 b. The trouble with most children nowadays is that their parents are too easy 
with them.
B
2a. Many of the unhappy things in peoples lives are partly due to bad luck.
2b. Peoples misfortunes result from the mistakes they make.
B
3a. One of the major reasons why we have wars is because people don’t take 
enough interest in politics.
3b. There will always be wars, no matter how hard people try to prevent them. 
B
4a. In the long run people get the respect they deserve in this world.
4b. Unfortunately, an individual’s worth often passes unrecognised no matter 
how hard he tries.
A
5a. The idea that teachers are unfair to students is nonsense.
5b. Most students don’t realise the extend to which their grades are influenced 
by accidental happenings.
A
6a. Without the right breaks one cannot be an effective leader.
6b. Capable people who fail to become leaders have not taken advantage of 
their opportunities.
B
7a. No matter how hard you try some people just don’t like you.
7b. People who cant get others to like them don’t understand how to get 
along with others.
A
8a. Heredity plays the major role in determining ones personality.
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8b. It is ones experiences in life which determine what they re like.
B
9a. I have often found that what is going to happen will happen.
9b. Trusting to fate has never turned out as well for me as making a decision 
to take a definite course of action. A
10a. In the case of a well prepared student there is rarely if ever such a thing 
as an unfair test.
10b. Many times exam questions tend to be so unrelated to course work that 
studying is really useless.
A
11a. Becoming a success is a matter of hard work, luck has little or nothing to 
do with it.
11b. Getting a good job depends mainly on being in the right place at the right 
time.
A
12a. The average citizen can have an influence in government decisions.
12b. This world is run by the few  people in power, and there is not much the 
little guy can do about it.
A
13a. When I make plans, I am almost certain that I can make them work.
13b. It is not always wise to plan too far ahead because many things turn out 
to be a matter of good or bad fortune any how. A
14a. There are certain people who are just no good.
14b. There is some good in everybody.
B
15a. In my case getting what I want has little to do with luck.
15b. Many times we might just as well decide what to do by flipping a coin.
A
16a. Who gets to be the boss often depends on who was lucky enough to be 
in the right place first.
16b. Getting people to do the right thing depends upon ability, luck has little or 
nothing to do with it.
17a. As far as world affairs are concerned, most of us are the victims of forces 
we can neither understand, nor control.
17b. By taking an active part in political and social affairs the people can 
control world events.
B
18a. Most people don’t realize the extent to which their lives are controlled by 
accidental happenings.
Page | 246
Locus and TAM of Hostel Consumers loannis S Pantelidis
18b. There is really no such thing as “luck”
A
19a. One should always be willing to accept mistakes.
19b. It is usually best to cover up one’s mistakes.
A
20a. It is hard to know whether or not a person really likes you.
20b. How many friends you have depends upon how nice a person are you.
B
21a. In the long run the bad things that happen to us are balanced by the 
good ones.
21b. Most misfortunes are the result of luck of ability, ignorance, laziness, or 
all three.
A
22a. With enough effort we can wipe out political corruption.
22b. It is difficult for people to have much control over the things politicians do 
in office.
A
23a. Sometimes I can’t understand how teachers arrive at the grades they 
give.
23b. There is a direct connection between how hard I study and the grades I 
get.
A
24a. A  good leader expects people to decide for themselves what they should 
do.
24b. A  good leader makes it clear to everybody what their jobs are.
B
25a. Many times I feel that I have little influence over the things that happen to 
me.
25b. It is impossible for me to believe that chance or luck plays an important 
role in my life.
A
26a. People are lonely because they don’t try to be friendly.
26b. There is not much use in trying too hard to please people, if they like you 
they like you.
A
27a. There is too much emphasis on athletics in high school.
27b. Team sports are excellent way to build character.
B
28a. What happens to me is my own doing.
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28b. Sometimes I feel that I don’t have enough control over the direction my 
life is taking.
A
29a. Most of the time I cant understand why politicians behave the way they 
do.
29b. In the long run the people are responsible for bad government on a 
national as well as a local level.
B
End of Rotters Locus test.
Once again I thank you for your time in doing this part of the questionnaire as 
well!
If you have given your email at page 5 your email will be entered in the raffle 2 
times instead of one. And I will email you the personality results if you have 
requested that you wish to have them.
I am grateful for your time, wish me luck for the completion of my PhD. ©
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Appendix B. The Research Questionnaire & Palmers Lodge screen 
saver
Appendix B1: Paper version of the questionnaire distributed to hostel 
customers by the researcher:
Dear Guest,
My name is loannis Pantelidis and I am currently studying for a PhD at the University of Surrey 
Guildford, UK. Your time is extremely valuable to me as it is only with your help that I can complete this 
project, so please take a few minutes to complete this questionnaire.
The management of Palmerslodge have been very helpful in allowing me to conduct this research and for 
that I am grateful. However without your participation this research will never be complete.
This questionnaire will help me investigate if  personality affects the way people decide to book hostel 
rooms or beds online.
All responses remain strictly confidential, and your anonymity will be safeguarded. Please note that you 
are under no obligation to complete this questionnaire. The questionnaire takes about 8 minutes to 
complete.
Please t ic k  the boxes were appropriate or give us your opinion in the open ended questions.
Your Gender Male: ( I Female: [ )
Your Nationality
Your Age Group under21:| j 22-35:j----- j 36-54: j j over 54:| j
Your Highest level of Education:
Secondary, High school or less: [ ] College, certificate or diploma: [ )
Undergraduate degree: [ ] Postgraduate degree: [ ]
Your annual household income in euro:
Less than €14,000 D  €14,001-€20,000 O  €40,001-€60,000 O  Over €60,000 ^
Internet Access mainly from: home: Q  from work: | |
both from home and work: Q  from public places : Q  from my laptop: Q
Internet Usage : dailyj | twice a week:[ | 
biweekly: Q  monthly: Q  rarely: Q
Have you ever made a reservation through the Palmerslodge web site? YES O  NO I I
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< 2 /  ............   y" S. f............           y .............».
1. If it happens that I buy an unsatisfactory item I [ J | J | J f J | J j j  J
□ o o o o o o
try to do something about it
2. Sometimes when I do not know much about a 
product I might as well decide which brand to buy 
just by flipping a coin
3. Usually when I plan to buy something I can find [ ) ( ) [ ] [ ] [ ) [ ] [ ]
the best deal
4. Making good buys depends on how hard I look [ ] [ ] [ ] [ ] [ ] [ j [ ]
o o o o o o o5. There have been times when I just could not resist the pressure of a good salesperson
6. Being able to wait for sales and looking for 
information about the item has really helped me 
get good deals
OOOOOOO
7. I have often found it useful to complain about | I | I ( I | j | j | I | |
unsatisfactory products ------ ------ ------ ------ ------ ------ ------
8. It is hard for me to know whether or not 
something is a good buy OOOOOOO
9. To me there is not much point in trying too hard | j | j f | | j | j f | | |
to discover differences in quality between products ------ ------ ------ ------ ------ —  ------
10 Usually I make an effort to be sure that I do not [ j [ ] [ ] [ ] [ ] [ ] [ ]
end up with a bad item when I go shopping
11.1 find that there is no point to shopping around | j | j | j | | | j [ | | j
because prices are nearly the same everywhere -----  ------ ------ ------ ------ ------ ------
12. When I buy something unsatisfactory I usually ( j I | I | f ] | | f | | |
keep it because complaining does not help ------ ------ ------ ------ ------ ------ ------
13. Sometimes I cannot understand how I end up [ j [ j [ j | j | j | j | j
buying the kinds of things that I do
14.1 am vulnerable to rip-offs no matter how hard I | j | J | j | j | | | | | |
try to prevent them
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The next set of questions are all about the Palmerslodge website Please try tqanswer as horiest;ly as // fXx 
possible regarding your visit to that web site ^ / \  /  ^ / / \  /  $ /  / ' \  /  S’ /
a yMMMMMMMÉV J».............  * ..............      /*  S   \| J j j [ j [ j j J [ jaccommodation in London
17. I can better decide what type of room or bed I [ ) [ ] [ ] [ ] [ ) [ ] [ )
wish to book
18. The Palmerslodge web site enables me to book f j | I | j I j | j | | | |
rooms or beds more quickly ------  ------  ------  ------  ------  ------  ------
19. The Palmerslodge web site makes it easier for | j | j f j | j I | | | | |
me to book rooms or beds ------  ------  ------  ------  ------  ------  ------
20. Overall I find The Palmerslodge web site a f j | j | j j j [ | | j | j
useful tool for booking hostel rooms or beds
21. I find the Palmerslodge web site cumbersome | | | j | j j | | j | j | j
22. I found booking a room or bed on The [ ] [ j [ j [ j [ j [ j [ j
Palmerslodge web site easy
23. The Palmerslodge web site is rigid and inflexible [ ) [ ] [ ) [ ) [ ] [ ) [ )
to interact with
24. Trying to figure how to use the Palmerslodge 
web site took a lot of mental effort
25.1 found it easy to get the information I required 
from the Palmerslodge web site
26. Overall I found the Palmerslodge web site easy 
to use
27. I found using the Palmerslodge web site an 
enjoyable experience
28. I found booking rooms/beds through the 
Palmerslodge web site exciting
29. Booking rooms/beds through the Palmerslodge 
web site was an unpleasant experience
□ □ □ □ □ o n
□ □ □ □ □ □ □
□ □ □ □ □ □ □
□ □ □ □ □ □ □
□ □ □ □ □ □ □
□ □ □ □ □ □ □
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A # #
30. I found the Palmerslodge web site interesting \ i—^  r j
The experience was relaxing ' ' '------‘-'------ ' '------ ’-*■------ '--'----- '-'------'
31. I intend to revisit the Palmerslodge web site | j j j | | | | | | | j | |
32.1 predict that I will revisit the Palmerslodge web | j | | | | | | [ j | j | j
site in the short term
33. I predict that I w ill be using the Palmerslodge f j ( j f j f j J | f | | |
web site to book a hostel room or bed in the future ------ ------ ------ ------ ------ ------ ------
34. Please fed free to add any comments about the Palmerslodge web site
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Appendix B2: (Please note the following is only the wording as the document 
was coded in html for online usage). Apart from newsletter and a mailing out 
to palmers lodge consumers all computers at Palmers Lodge featured this 
Screensaver:
B riM h  Pownd
Slwp
Don**
I>ri«iii
Calh-rv 
LewlAf*#
Ils
Co**«n u*
Swrvgÿl>
Umhs
W ic&iw: CMUp efs  
T vm v ,  4  C ondi! ioor.
Palmers
Unique Hostel in the Heart of London-
Please spare a few minutes of your time to complete our 
customer survey.
By completing the survey you are helping a 
student who is studying for his PhD...
without your help he will never be able to finish it.
Simply click on Customer Survey at the front page of our 
web site: www.palmerslodge.co.uk
Thankyou!
The customer survey linked took the user to the following page:
/  v -  0 ,  gotohellas.com
File Edit View Favorites Tools Help
w  h
  y ^ -' X, j#
Favorites ; <4; 0  '' '  ’  fT i Free Hotmail 0 $  RealPlayer 0  . The Hive Honey Shop Honey
,<iS Personality and Use of Hotel websites - Palmerslodge ... Read Mail Print -
Dear Guest.
M y name is loannis Pantelidis and I am currently studying for a PhD at the University of 
Surrey Guildford. UK. Your time is extremely valuable to me as it is only with your help 
that I can complete this project, so please take a few minutes to complete the 
questionnaire.
The management o f Palmerslodge have been very helpful in allowing me to conduct this 
research and for that I am grateful. However without your participation this research will 
never be complete.
This questionnaire will help me investigate i f  personality affects the way people decide to 
book hostel rooms or beds online.
After you have completed the survey you may choose to continue to a page where you can 
find out about your own Personality!
All responses remain strictly confidential, and your anonymity will be safeguarded. Please 
note that you are under no obligation to complete this questionnaire. The questionnaire 
takes about 8 minutes to complete.
P le a s e  c lic k  he re  to co n tin u e  to th e  q u e s t io n n a ire
@  Internet i  j  » 100% -
 — M W  Z- " '
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f  - f V  /  gotohellas.com v  - zn P  -
File Edit View Favorites Tools Help
x (m  S
^  Favorites r 0  ’ 1 3  Free Hotmail ^  RealPlayer rf: _ The Hive Honey Shop Honey
^  http://gotohellas.com/phpformgenerator/use/Palmers... Q  Home -  @  ' D  Read M ai age Print -
The purpose o f th e  FIRST 14 questions is to  d e te rm in e  yo u r ty p e  o f consum er p ersona lity . P lease answ er those  genera l 
questions about your genera l buying behavio r. An " Ite m "  w ould be a n y  goods or serv ices  you would norm ally  buy. For th e  
purposes o f th e  questio nnaire  a "b a d " buy is an ite m  you h a ve  bought th a t turned  o u t to  be unsatis fac to ry  (o v e rp ric e d , poor 
q u a lity  or not needed a fte r  bought). A "go od" purchase would be an ite m  bought th a t  w ould end up been satis fa cto ry  (good  
perfo rm an ce , fulfils a need , c o m p etit iv e ly  p riced ). There are  no right o r wrong answ ers. S om e people a g ree  w ith  those item s  
and som e d isag ree . P lease try  to  g ive  your honest opinion choosing one of th e  s ta te m e n ts  from  strongly  a g ree  to  s trongly  
d isagree , (a f te r  th e  personality  questions a fe w  questions about th e  pa lm ers lodge w eb site will fo llow ).
o
0
0
0
0
I f  i t  happens th a t I  buy an 
u nsa tis facto ry  item  I try  to 
do something about i t
Sometimes when I do n o t 
know much about a p roduct 
I m ight as well decide which 
brand to  buy ju s t  by flipping
Usually when I  plan to  buy 
something I can find the 
b es t deal
Making good buys depends 
on how hard I look
There have been times 
when I ju s t  could n o t resist 
the pressure o f a good 
salesperson
P lease c lick  and choose from dropdow n list v  I *
Please  c lick  and choose from dropdow n list v  j *
I P lease  c lick  and  choose  from dropdow n list v  * 
; P lease c lick  and choose from dropdow n list v  =
P lease  c lick  and choose from dropdow n list v  »
@  Internet
------------ -
The questions in the online protocol are identical to the offline protocol seen in 
Appendix B1.
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Appendix C: Quantitative and Qualitative Research methods: 
Quantitative methods
The questionnaire method, or survey, utilises a number of respondents to answer 
pre-designed questions that are relevant to the research (Chisnall, 1992; 
Denscombe, 1998). The data collected from the survey can be used to compare the 
similarity and/or differences among those sampled individuals. The main advantage 
of surveys is that the researcher can collect a large amount of information quickly 
and economically. Researchers may also favour this as it gives them solid data that 
are not subject to as much interpretation as with some of the qualitative techniques 
(Clark et al., 1998).
Quantitative methods are commonly used in the social sciences and tend to adopt a 
deductive research approach. The research commences with the theory about a 
particular research topic, and from that hypotheses are developed. Data are 
collected either by questionnaire survey or by interviewing participants, and 
analysed using statistical computer packages. The findings are tested to identify 
whether they support or reject the hypotheses (Jennings, 2001). Woodside et al 
(2005) argue that in tourism research, survey methods can be very potent sources of 
information. Surveys involve asking participants a series of questions through the 
use of questionnaires, which may be self or interviewer completed. Surveys enable 
the researcher to gather information from a large number of respondents from a 
large geographical scale; the use of postal (Veal, 1997) or online questionnaires 
greatly facilitates this. Obtaining data representative of the population is often of 
paramount importance. As Finn et al. (2000) suggest, sampling from the right 
population is critical to the reliability of research.
Questionnaires are often inflexible and therefore must be finely tuned so that the 
data collected are of use to the researcher (Brannen, 1992). In order for the design 
of the tool to be relevant and appropriate, the use of piloting is important as it 
enables the researcher to check the questionnaire in terms of wording, layout and
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sequence of questions; it also helps to familiarise the researcher with the research 
process (Jennings, 2001; Clark et al., 1998). Questionnaires can be completed by 
the interviewees, or by the interviewer. When completed by the interviewer, the 
questionnaire is read out to the respondents and the researcher records the answers 
on to the questionnaire this enables better control of the process and ensures that all 
parts of the questionnaire are completed. With interviewee completed surveys, it is 
often the case that open ended questions are ignored and in some cases sections of 
the questionnaire may be left incomplete (Veal, 1997). Ensuring that the tool 
consists mainly of closed ended questions and is simplified can ensure that this 
problem is limited. Choosing self-completed versus interviewer-completed 
questionnaires can often be dictated by the nature of the problem itself or the area of 
research. For example, for ethical reasons the research must be anonymous and 
therefore only self-completed questionnaires would be appropriate.
The quantitative nature of surveys does not automatically render them 
representative (Denscombe, 1998; Veal, 1997). The design of the tool, the ability of 
the respondents to understand questions or answer truthfully can skew the data. 
For example, respondents may wish to be helpful and answer the question in a 
manner they feel is what the interviewer would like to hear. To ensure that the 
reliability and validity of the questionnaire is, to a certain degree, guaranteed, the 
researcher must engage often in testing and re-testing the tool, especially if it is one 
designed from the very beginning and there is no literature that supports its validity 
or reliability.
According to Clark et al. (1998) and Veal (1997), in tourism and hospitality research 
the following advantages can be identified when using questionnaires. They are 
ideal to collect information in aspects, which can be used to facilitate decision 
making processes of organisations; the transparency of the data collection enables 
the data to be re-analysed and the process replicated, making such tools as 
objective as possible. Trends can be identified through repeated surveys such as
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tourist arrivals/departures. Longitudinal surveys and annually repeated surveys can 
be performed using similar questionnaires, thus enabling researchers to study the 
changes over time. A more complete picture of an individual’s pattern of tourism 
activity participation can be achieved and surveys enable tourism researchers to 
acquire and record information on attitudes, perceptions, opinions and preferences 
on a larger scale.
Postal questionnaire survey
Using this type of survey, researchers send self-completing questionnaires to 
respondents by post. A covering letter explains the purposes of the research and 
there is no personal contact between sample participants and the researcher. The 
main advantages of using postal questionnaire surveys are that they are relatively 
inexpensive and can be mailed to a large number of people in a wide geographical 
area. However, postal questionnaire surveys tend to have a low response rate which 
can be as low as 30% or even less (Denscombe, 1998; Veal, 1997). Providing 
prepaid reply envelopes, and prize rewards for responding may increase the 
response rate, alternatively sending reminders to respondents who have not replied 
can be used, and often such tactics are employed by researchers (Veal, 1997; Finn 
et al., 2000). Often the length of a questionnaire may be a hindrance to 
interviewees, the topic itself could appear to be of no interest, or the incentives may 
not be strong enough for the recipients to be motivated and participate. Even when 
participants take part willingly, they may not respond to all parts of the questionnaire. 
Ensuring that the language used is simple enough for all possible respondents is 
crucial and this is where the pilot study tends to prove very useful in eliminating 
complicated words or phrases that are interpreted differently by different people.
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Online survey and emailing survey
With the lowered costs of personal computers and Internet connections, email and 
Internet user numbers are increasing. Researchers find this new medium useful and 
effective as it enables an efficient use of databases when requesting participation in 
a survey; however, the problem often faced is a very low response rate. The ease of 
use of databases has created the problem of junk mail and often recipients of a 
message that is not personalised will ignore it. Another advantage of such methods 
is with the data inputting as the coding can be pre-programmed so that when 
interviewees respond, the responses automatically convert into numbers which can 
be used directly with the statistical software utilised.
Telephone survey
Telephone surveys tend to be used extensively by marketing companies and a 
researcher may be able to contact as high as 91% of people aged 18 and above 
(Denscombe, 1998). The telephone survey might not be more convenient than 
postal survey, but it is cheaper and more convenient than other research methods, 
such as conducting face-to-face interviews or participant observation (Finn et al., 
2000; Veal, 1997). Research methods such as face-to-face interviews and 
observation require the researcher to travel to the respondents. If the research 
involves an extensive area, for instance, several counties or even a nationwide 
survey, the cost for travelling is much higher than the cost of calling potential 
participants. The main limitations of this technique are the low response rate and 
the fact that interviewees would not wish to spend too much time on the phone 
allowing for only short interviews to be conducted. Finn et al. (2000) suggest that 
telephone interviews should not last more than 15 minutes. The time of the day for 
calling participants can exclude a certain group; for example calling homes in the 
afternoon would exclude participants in full-time employment. Often respondents 
may feel that their personal space is invaded and not wish to participate. Ethics
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must be considered when calling people, especially if in trying to capture a 
representative sample the researcher attempts to make calls at inappropriate times 
of the day.
Face-to-face interviews
Such interviews require the researcher to come in direct contact with the interviewee 
(Clark et al., 1998). The obvious advantages of such a survey are that the 
questionnaire is more likely to be correctly completed and more data captured as the 
researcher has the opportunity to clarify unclear points and probe for more input in 
open ended questions. However, time and travel costs are the key disadvantages of 
this type of survey which is often used by marketing companies that can hire and 
train more than just one interviewer and thus enable the capture of more data in the 
same amount of time.
Measurement Scales
Specific to attitude surveys, both Clark et al. (1998) and Rice (1993) suggest four 
scales. Authors in both books agree that the Likert scale is the one mostly utilised 
and with a positive-negative perspective this scale was the top favourite for the study. 
More significantly the majority of the TAM research utilised the Likert scale (for 
example Van der Heijden, 2004). The other three scales are Thurstone, Guttman and 
Osgood’s Semantic Differential. Rice (1993) comments that Likert is the more reliable 
scale with its high face validity and describes the Thurstone scale as ponderous and 
time-consuming. The Semantic differential is the one that Ajzen suggests to be used 
on his website for the TPB model, and was considered by the researcher but was not 
utilised as the reliability of the Likert scale was more obvious for the TAM model.
Qualitative methods
Qualitative methods can be used to understand complex concepts or reveal patterns 
that may otherwise be difficult to discover using quantitative techniques. The focus 
of such techniques lies in the understanding of ‘how’ (Clark et al., 1998). As Finn et
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al. (2000) suggest, qualitative methods attempt to understand the complexity of 
people’s lives in a manner that survey methods cannot. Jennings (2001:22) 
suggests that “qualitative research enables researchers to highlight detailed and in- 
depth snapshots of participants under study...qualitative research provides a slice of 
life from those participants being studied’. Therefore, when attempting to understand 
the reasons behind the relationship between two variables, qualitative methods 
provide a far deeper insight than quantitative. The problem, however, is that often 
interpretation of the findings needs to be employed and as the results may not be 
able to be replicated, such methods have often been criticised by positivist 
researchers.
The hospitality and tourism industry is a people industry and qualitative research 
works best when the people who engage in or undertake a particular activity are 
capable of analysing and describing their experiences or feelings in their own words 
without being confined within the framework imposed by the researcher (Veal, 
1997). Kelly (1980) argues that leisure largely involves interactions between people, 
thus, qualitative research is better suited to investigate leisure-related issues. Scott 
and Godbey (1990) also emphasise that qualitative data collection methods provide 
valuable insight into the social circumstances in a leisure setting. Cohen, E. (1988), 
suggests that qualitative data collection methods are often neglected by tourism 
researchers. The types of qualitative methods often used in business management 
and hospitality related research, are in-depth interviews, focus-group discussions, 
and participant observation. Clark et al. (1998) argue that it takes skill to use 
qualitative methods appropriately and content analysis may often be used in cases 
where qualitative researchers feel uncomfortable with the subjectivity of their 
findings and attempt to quantify certain themes or keywords by using this method.
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In-depth interviews
In-depth interviews differ from questionnaire-based surveys in the nature of their 
length, depth of data and structure. Questions are often open ended and are 
designed so that respondents are encouraged to talk around a theme or concept 
and to explain their replies. Because of their exploratory nature, such interviews are 
less structured than questionnaire-based interviews, and usually take longer to 
complete. Therefore, the results of in-depth interviews can be more detailed and 
more thorough than questionnaires (May, 2001; Veal, 1997). When the research 
topic is of a sensitive nature, in-depth interviews are more able to elicit required 
information, providing the interview process is skilfully handled (Denscombe, 1998). 
There are three main types of interview: structured, semi-structured and 
unstructured (Finn et al., 2000; Clark et al., 1998). Structured interviews tend to be 
comprised of mostly closed ended questions and can become a quantitative method 
for collecting data on a face-to-face basis. With semi-structured interviews, the 
researcher designs a number of questions, which tend to be open ended allowing 
the participants flexibility in answering the questions. The method of unstructured 
interviews is often employed in ethnographic research, where the aim is to 
understand the in-depth meanings of interviewees in their own environment. The 
researcher often has some key concepts or themes in mind and starts the interview, 
allowing the participant to have some focus but allowing complete flexibility, and 
often new themes appear or the interview takes a new and unexpected turn.
Case studies
Woodside and Wilson (2003) suggest that case studies enable researchers to 
achieve a deep understanding of processes and other concept variables. According 
to Yin (2003:23) case study is “an empirical inquiry that investigates a contemporary 
phenomenon within its real-life context; when the boundaries between phenomenon 
and context are not clearly evident; and in which multiple sources of evidence are
Page | 262
Locus and TAM of Hostel Consumers loannis S Pantelidis
used”. Yin (2003) suggests that case studies are best suited when the research 
question is exploring the “how" and “why” (table C1). This method enables the 
researcher to explore complex issues as multiple cases could be involved in one 
research project. The main advantage is its applicability to real life situations whilst 
the main criticism is that often the small number of cases makes the data unreliable 
and difficult to generalise. There are two types of case study: descriptive and 
exploratory (Yin, 2003).
Table C1 Relevant situations of research strategies
Experiment How, why? Yes Yes
Survey
Who, what, where, 
how many, how 
much?
No Yes
Archival
analysis
Who, what, where, 
how many, how 
much?
No Yes/No
History How, why? No No
Case study How, why? No Yes
Source: Cosmos Corp. in Yin (2003)
Focus group discussions
In focus group discussions, participants are studied in a group, rather than being 
interviewed individually (Jennings, 2001). The interviewer takes on the role of a 
facilitator rather than an interviewer (Finn et al., 2000; Jennings, 2001; Peterson, 
1994). Groups may range from four to twelve people, who are brought together by 
the researcher to explore attitudes, perceptions, feelings and ideas about an issue 
(Clark et al., 1998). It is regarded as a useful way to investigate attitudes to non­
sensitive, non-controversial issues. This method is often used in market research, 
when testing a new product, or in social research, when investigating issues about
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ethnic minority people, or people with disabilities (Denscombe, 1998; Veal, 1997). 
The discussion among group members, as well as with the interviewer, is believed to 
enhance the richness of the data collected. Their interactions can lead to members 
of the group to reflect on their discussion and to develop further or clarify their 
position on the discussion topic (Jennings, 2001; May, 2001). Some of the 
advantages of focus groups are that they enable participants to interact with others 
in order to clarify their individual positions on the discussion topic. They often 
facilitate a subjective interaction between the researcher and participants that 
establishes rapport and leads to the development of rich data. The main 
disadvantage is that the researcher must be experienced in controlling a group. 
Some of the potential difficulties are that groups can be dominated by strong 
individuals, they can diverge off the subject, and the findings can be biased 
(Jennings, 2001).
Participant observation
This research method is more direct in that the researcher witnesses what the 
participants actually do rather than ask them what it is they think they do. The 
researcher becomes a participant and gains first-hand evidence of what actually 
happens from their interactions and participation with research subjects. Thus a 
deeper understanding of the subjects is achieved and hidden meanings may surface 
that would otherwise go undetected (Denscombe, 1998; Finn et al., 2001; Kumar, 
1996; Patton, 1990). O’Connell Davidson and Layder (1994:168) stress that the 
researcher usually has to adopt “an almost passive demeanour, absorbing 
information through observation and conversation in a non-directive manneiJ’.
This is a time-consuming method but it can be combined with interviews, enabling 
the researcher to make better use of the time collecting more data. Although it may 
be time-consuming, a wide range of information can be collected, since the
Page | 264
Locus and TAM of Hostel Consumers loannis S Pantelidis
researcher is in the study environment over a long period of time (Jennings, 2001; 
May, 2001).
The main weakness of this method can be the reliability of the data. The observer 
plays a crucial role in the process of data collection, which makes repeat study 
difficult (Denscombe, 1998; Jennings, 2001; Kumar, 1996). Furthermore, the data 
collected cannot be quantified or generalised, and ethical issues may arise. If the 
participants know they are being observed they may react differently. But as Finn et 
al. (2000) suggest, not informing participants of the true identity of the researcher 
and the purpose of the research makes the method ethically unacceptable.
Experimentation
Testing variables under controlled conditions to measure the effects of one factor 
upon another is known as experimental research. It is generally designed so that the 
independent variable is manipulated to identify its impact on a dependent variable. 
Often a control group and an experimental group may be set up, and the differences 
between the two groups compared after certain conditions have been varied. This 
approach for example can be used where two groups of externals are exposed to 
the same website with the second group experiencing certain features of the website 
having been altered and differences of perceptions of usefulness may be recorded. 
Ethnographic research
Another style of research is known as ethnography. Such research investigates a 
culture in its own setting. It studies the complexity of social interaction in great depth, 
and this style of research is focused on the understanding of the meanings the 
participants attribute to these interactions (Marshall and Rossman, 1999). This type 
of research can be quite time-consuming and often the results require quite 
extensive interpretation. Ethnography is, to a certain degree, aligned with naturalism 
and although it may provide some interesting findings for this research, an
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ethnographic approach was deemed inappropriate due to the impracticality of 
observing people accessing the websites, the time required and the costs involved 
around the necessary technology.
Combining methods
Considering the various methods available and the advantages but also criticisms of 
each, a researcher may find it difficult to decide what may be not only the most 
appropriate but also most effective method, and which method not to consider at all. 
In the case of this research, certain methods can be ruled out but, considering the 
complexity of the research aims, one type of method is not the answer. Furthermore 
this researcher shares the views of Westerman (2006:273) who states: “There are 
differences between the two kinds of research—for example, quantitative research 
directs more attention to concretely specifying phenomena—but the contrast is less 
fundamental than most researchers think. From my vantage point, both types of 
research are aimed at learning about concretely meaningful practices and both are 
pursued by investigators who are themselves participants in the world of practices”.
Of course researcher bias can occur when carrying out primary data collection for a 
research project, whether the data collection methods are quantitative or qualitative. 
For instance, the research subjects may alter their behaviour in a focus group 
because of the presence of the researcher or indeed that of the other members of 
the group; the dynamics of a group may simply change the outcome. Or in the case 
of a question, certain cultures may find it inappropriate and answer it with a certain 
bias. The colour red for example may mean luck in one culture or violence in 
another or passion in a different region. A question relating to web design and use 
of colours for example may be inappropriate if the sample is international. The 
combination of various methods assists in reducing the chance of such bias and 
increases the strength of the data collected (Chisnall, 1992; Finn et al., 2000; 
Jennings, 2001; Miles and Huberman, 1994; Sieber, 1973).
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Burgess (1982) uses the term “multiple research strategies” to describe the strategy 
of using a number of methods when tackling a research project. He goes on to argue 
that research should encompass observation, informant interviews and sampling, 
and the researcher should be flexible and select a range of data collection methods 
that are appropriate to the research. Philip (1998:273) argues that “ ...researchers 
should think beyond the myopic quantitative-qualitative divide when it comes to 
devising a suitable methodology for their research, and select methods -  
quantitative, qualitative or a combination of the two -  that best satisfy the needs of 
specific research projects." He then goes on to distinguish the differences between 
“mixed methods” and “multiple methods”. Mixed methods refer to two or more data 
collection methods and are used to address research questions at the same time in 
a research process. For example, in a survey, a researcher may like to collect 
demographic data (quantitative) such as the participant’s age, gender, education 
level, income and qualitative data by interviewing the participants about their 
experiences whilst booking a hotel room online. Multiple methods, on the other 
hand, are used to examine different perspectives of the same research question. For 
example, the researcher may use quantitative techniques to investigate perceptions 
of ease of use whilst using a website to reserve a room and may use qualitative 
techniques such as observation or interviews to attempt to establish how users 
interpret ease of use.
According to Bryman (1988) the combining of methods enables qualitative research 
to facilitate quantitative research, or vice versa. For example, qualitative research 
can be used to establish research questions and quantitative methods can be 
employed to collect data. Quantitative methods can explore larger scale samples, 
whilst qualitative research is used to focus on small-scale issues of a research 
project. This will enable a wide range of issues to be addressed in the research. 
Finally, quantitative research may be more appropriate than qualitative methods to 
some research questions, and vice versa.
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This combination of different methods is often referred to as the “triangulation 
method”. Triangulation is often utilised in order to make findings more robust and 
tests the consistency of findings. It often includes methods of qualitative and 
quantitative nature (Modell, 2005; Greene, Caracelli and Graham, 1989). For 
example, following a large scale postal survey, focus groups are conducted in order 
to gain more insight into the responses provided.
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Figure C1 Triangulation method
oannis S Pantelidis
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Source: Based on Westerman (2006); Modell (2005); Denzin and Lincoln (2003);
Greene et al. (1989)
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Appendix D: Reliability of Scales: CLOC scale
Case Processing Summary
N %
Cases Valid 563 93.5
Excluded3 39 6.5
Total 602 100.0
a. Listwise deletion based on all variables in the 
procedure.
Reliability Statistics
Cronbach's Alpha
Cronbach's Alpha 
Based on 
Standardized Items N of Items
.733 .736 12
Item Statistics
Mean Std. Deviation N
If it happens that I buy an 
unsatisfactory item I try to do 
something about it
2.50 1.210 563
Sometimes when I do not know 
much about a product I might as 
well decide which brand to buy 
just by flipping a coin
2.91 1.716 563
Usually when I plan to buy 
something I can find the best deal
2.37 1.123 563
Making good buys depends on 
how hard I look
2.12 1.079 563
There have been times when I 
just could not resist the pressure 
of a good salesperson
4.08 1.696 563
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Being able to wait for sales and 
looking for information about the 
item has really helped me get 
good deals
2.40 1.260 563
I have often found it useful to 
complain about unsatisfactory 
products
3.33 1.488 563
It is hard for me to know whether 
or not something is a good buy
3.19 1.479 563
To me there is not much point in 
trying too hard to discover 
differences in quality between 
products
2.68 1.496 563
When I buy something 
unsatisfactory I usually keep it 
because complaining does not 
help
3.10 1.472 563
Sometimes I cannot understand 
how I end up buying the kinds of 
things that I do
3.14 1.677 563
I am vulnerable to rip-offs no 
matter how hard I try to prevent 
them
2.52 1.422 563
Summary Item Statistics
Mean Minimum Maximum Range
Maximum / 
Minimum Variance
N of 
Items
Inter-Item
Correlations
.189 -.073 .528 .601 -7.210 .016 12
Item-Total Statistics
Corrected Squared Cronbach's
Scale Mean if Scale Variance if Item-Total Multiple Alpha if Item
Item Deleted Item Deleted Correlation Correlation Deleted
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If it happens 
that 1 buy an 
unsatisfactory 
item 1 try to do 
something 
about it
31.84 67.296 .363 .329 .716
Sometimes 
when 1 do not 
know much 
about a 
product 1 might 
as well decide 
which brand to 
buy just by 
flipping a coin
31.43 64.829 .297 .154 .727
Usually when 1 
plan to buy 
something 1 
can find the 
best deal
31.97 67.684 .380 .282 .715
Making good 
buys depends 
on how hard 1 
look
32.22 70.883 .216 .205 .731
There have 
been times 
when 1 just 
could not resist 
the pressure of 
a good 
salesperson
30.26 65.522 .276 .158 .730
Being able to 
wait for sales 
and looking for 
information 
about the item 
has really 
helped me get 
good deals
31.94 68.500 .282 .206 .725
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1 have often 
found it useful 
to complain 
about
unsatisfactory
products
31.01 67.317 .264 .257 .729
It is hard for 
me to know 
whether or not 
something is a 
good buy
31.15 62.766 .470 .312 .701
To me there is 
not much point 
in trying too 
hard to 
discover 
differences in 
quality 
between 
products
31.66 64.009 .406 .250 .710
When 1 buy 
something 
unsatisfactory 1 
usually keep it 
because 
complaining 
does not help
31.24 62.499 .486 .400 .699
Sometimes 1 
cannot 
understand 
how 1 end up 
buying the 
kinds of things 
that 1 do
31.20 61.157 .457 .339 .702
1 am vulnerable 
to rip-offs no 
matter how 
hard 1 try to 
prevent them
31.82 62.197 .524 .409 .695
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Appendix E: Reliability of TAM scale:
loannis S Pantelidis
Case Processing Summary
N %
Cases Valid 540 89.7
Excluded3 62 10.3
Total 602 100.0
a. Listwise deletion based on all variables in the procedure.
Reliability Statistics
Cronbach's Alpha
Cronbach's Alpha 
Based on 
Standardized Items N of Items
.846 .862 18
Item Statistics
Mean Std. Deviation N
I am better informed about hotel 
accommodation of my choice 
destination
2.66 1.179 540
I can better decide what type of 
room I wish to book
2.30 .987 540
The web site enables me to book 
rooms more quickly
2.25 1.092 540
The web site makes it easier for me 
to book rooms
2.16 1.039 540
Overall I find the web site a useful 
tool for booking hotel rooms
2.06 .974 540
I find the web site cumbersome to 
use
3.14 1.637 540
I found booking a room on the site 
easy
2.18 1.029 540
The web site is rigid and inflexible 
to interact with
2.74 1.314 540
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Trying to figure how to use the web 
site took a lot of mental effort
2.03 1.087 540
1 found it easy to get the 
information 1 required from the site
2.18 1.000 540
Overall 1 found the web site easy to 
use
1.94 .771 540
1 found using the web site was an 
enjoyable experience
2.74 1.084 540
1 found booking rooms through this 
web site exciting
3.58 1.327 540
Booking rooms through this hotel 
site was an unpleasant experience
2.32 1.166 540
1 found the web site interesting the 
experience was relaxing
3.27 1.165 540
1 intend to revisit the web site 
shortly
3.71 1.673 540
1 would like to revisit the web site in 
the short term
3.74 1.657 540
1 would like to use this site to book 
a hotel room in the future
2.61 1.415 540
Summary Item Statistics
Mean Minimum Maximum Range
Maximum
/
Minimum Variance N of Items
Inter-Item
Correlations
.257 -.028 .846 .874 -30.149 .024 18
Item-Total Statistics
Scale Mean if 
Item Deleted
Scale 
Variance if 
Item Deleted
Corrected
Item-Total
Correlation
Squared
Multiple
Correlation
Cronbach's 
Alpha if Item 
Deleted
I am better informed about hotel 
accommodation of my choice 
destination
44.95 123.856 .344 .275 .843
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I can better decide what type of 
room 1 wish to book
45.31 124.186 .414 .307 .840
The web site enables me to book 
rooms more quickly
45.36 120.643 .518 .605 .835
The web site makes it easier for me 
to book rooms
45.45 120.099 .575 .631 .833
Overall 1 find the web site a useful 
tool for booking hotel rooms
45.55 120.860 .582 .609 .833
1 find the web site cumbersome to 
use
44.47 124.309 .199 .173 .854
1 found booking a room on the site 
easy
45.43 121.258 .528 .488 .835
The web site is rigid and inflexible 
to interact with
44.87 120.657 .412 .283 .840
Trying to figure how to use the web 
site took a lot of mental effort
45.58 123.406 .401 .458 .840
1 found it easy to get the 
information 1 required from the site
45.43 122.846 .470 .407 .837
Overall 1 found the web site easy to 
use
45.67 123.592 .588 .541 .835
1 found using the web site was an 
enjoyable experience
44.88 119.986 .552 .528 .834
1 found booking rooms through this 
web site exciting
44.03 118.667 .479 .505 .836
Booking rooms through this hotel 
site was an unpleasant experience
45.29 122.534 .402 .403 .840
1 found the web site interesting the 
experience was relaxing
44.34 121.235 .455 .441 .838
1 intend to revisit the web site 
shortly
43.90 114.961 .460 .735 .839
1 would like to revisit the web site in 
the short term
43.87 115.958 .436 .741 .840
1 would like to use this site to book 
a hotel room in the future
45.00 116.252 .525 .421 .834
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